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ick Easy Sales 


lies thru showing a man just what he wants. That’s one of the advantages which accrue 
from selling National Garage Hardware. You can show a man just what he wants 


our wide and varied line enables you to do so. 


Are you fully acquainted with it? If not—why not? Here’s our No. 804 Garage Door 


Set, one of our newest styles—and a very popular one. 


Listen to this sales talk it enables you to present. This set is absolutely weather-tight, 
it never binds, never jumps the track, it is packed complete with all bolts, screws and 
full directions for attaching. Mere mention of one or more of these points is usually 
sufficient to close 2 sale, but there are many others you can call into use if necessary. 
Our catalog explains them all. Send for a copy and look them over. And when you're 
ready to buy garage hardware put it up to National to supply you. We can. 


NATIONAL MFG. COMPANY | 


Sterling * Illinois 
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Toys That Bring the Store Big Business 


The Hardware Man Can Not Afford to Be Without 
Playthings the Entire Year Around—The Appeal 


That Makes 


OYS were sold a few years ago 
for only a-few weeks before 
Christmas. The surplus stock 

that had not been sold was then 
packed away shortly after the first 
of the new year, and consigned to 
the mice and the dust in the back of 
the store. This surplus stock invari- 
ably represented a loss of the most 
flagrant proportions. Jn the first 
place it was a loss to the dealer of 
the capital he had invested in stock. 
When he was forced to carry over 
any quantity of his holiday toy stock 
for the next season, he had to store 
it somewhere in his shop which 
meant a loss of floor and shelf space. 
This prevented stocking other goods 
which reduced his turnover and les- 
sened his profits proportionately. 

It was only natural therefore that 
the average dealer should be skep- 
tical about toys as a profitable line. 


Friends of All 


It was only natural for him to order 
in small quantities. The cost of the 
actual stock, plus the worry, the loss 
of sales in other lines because of the 
necessity of turning over the holiday 
toys, and the sundry local difficulties 
to be encountered in order to make 
quick sales came to be regarded as 
almost insuperable obstacles. The 
average hardware merchant doing 
business in a community where the 
population was limited to a few 
thousand, quite reasonably assumed 
that the stocking of toys was an im- 
practicable venture, considering the 
merchandising methods that were 
then in use. 
The Old Order Changeth 

It is both interesting and gratify- 
ing to observe that this old order of 
things has nearly passed away. The 
era of selling toys only at certain 
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of Your Customers 


limited seasons of the year is re- 
garded to-day as an antiquated and 
illogical method of merchandising 
one of the most profitable lines of 
stock that the modern hardware 
dealer carries. 

This more or less modern point of 
view was brought about by a combi- 
nation of circumstances and condi- 
tions. The war which stopped the 
import of foreign goods contributed 
very decisively to crystalize opinion 
which had been moulded over a con- 
siderable period of time by means of 
practical and constructive publicity. 
With this, were coupled conditions 
peculiarly favorable for the expan- 
sion and improvement of the manu- 
facture of domestic toys. The 
manufacturer, the jobber and the.xe- 
tailer effected a broader, and ;more 
sympathetic co-operation,; with, the 
result that the antiquated policy, of 
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generations was supplanted by an 
aggressive, analytical, twentieth cen- 
tury sales policy, that ranks as one 
of the outstanding achievements of 
modern American business enter- 
prise. 

Evidence of this changed con- 
dition is apparent throughout the 
length and breadth of the country, 
particularly in the retail hardware 
stores, of the smaller communities. 
That this is not limited exclusively 
to Eastern and Middle Western 
States is shown effectively by the 
methods employed by one of the 
most representative Southern retail 
hardware stores—the Ogden Hard- 
ware Co., Ashland, Kentucky. 

The two photographs that accom- 
pany this article show two of the 
Ogden window displays, devoted to 
toys of every make and description 
that appeal to the fancy, the inge- 
nuity and the play instinct that all 
children possess in varying degrees. 
The children of the Southland prob- 
ably have to a larger extent more 
favorable opportunities for the ex- 
ercise of this play instinct than 
many of the children of the North 
because of the less congested areas 
in the South and the more favorable 
climatic conditions. 

What child of the Blue Grass 
State could stand before the Ogden 
window and gaze at the rocking 
horses unaffected by that yearning, 
born in the blood and fostered by all 
the traditions and sentiments of his 
State with its unimpeachable record 
in the American stud book and its 
long list of Kentucky thoroughbreds 
and Morgan sires? There are few 
Southern boys born and bred in the 
South who do not feel a twitching 
of the trigger finger when they see 
a gun or who do not visualize in 
their minds’ eye cotton tails scam- 
pering off among the underbrush or 
streaking along a foot path beside a 
patch of woods. There are also 
probably many of the older boys of 
Kentucky who, if the mood touched 
them while observing the details of 
the Indian tepee in the Ogden win- 
dow, could conjure up many of the 
old legends and daring exploits of 
Daniel Boone the great Colonial 
frontiersman and adventurer whose 
moccasined feet treaded the forests 
of the Kentucky wilderness. 

Toys for the Girls 


But the girls of old Kentucky, de- 
scendants of those stately women 
whose “raven hair and eyes like liv- 
ing coals” embellished the matter of 
many an old-time song and story— 
what charming and fanciful mem- 
ories might not their feminine 
minds enfold if one were gifted with 
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Next week’s HARDWARE 
AGE will publish its big 
automobile accessory num- 
ber. It will contain more 
information on this line than 
you will find elsewhere in a 

= year. Prepare to be pleased. 
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a clairvoyant vision to behold the 
subtle and manifold thoughts that 
transpire within a woman’s mind? 
The doll house with its architectural 
suggestion of the hospitable planta- 
tion style, its broad veranda and 
its stately pillars—could any true 
Southern girl cast her eyes upon it 
and remain unmoved by the courtly 
and persuasive hospitality of its de- 
sign? 

We venture to believe that the es- 
sential appeal of any toy is not so 
much in its specific attraction as in 
the power that it has of stimulating 
a child’s imagination. We once 
heard Llew Soule talk on salesman- 
ship, and in the course of his re- 
marks he described how the average 
man buys a gun, first inspecting the 
mechanism and then throwing it up 
to his shoulder and drawing a bead 
along the sight. But according to 
Llew Soule that man doesn’t see the 
can of paint that he is aiming at in 
the store. He sees a vision at the 
end of the gun barrel. He sees a 
stretch of prairie under a soft gray 
sky, and he imagines that he is aim- 
ing at a prairie chicken .... 
Though the man pays cash for the 
gun it is actually the vision that he 
buys. If the vision of the prairie 
and the possibilities of more visions 
sell the gun, why would not the same 
principle apply even more _ perti- 
nently to toys and children? 

The Appeal to Imagination 

We are inclined to believe that it 
does to a much larger degree than 
many of us have ever stopped to con- 
sider. A child with any sort of a 
toy vehicle such as a toy automobile 
will invariably play some game with 
himself or with other children that 
is purely imaginative. Children will 
play that they are famous auto 
racers, tourists or fire chiefs and 
the value of the toy vehicle to them 
is great or small in proportion to 
the ease with which it can be used 
and adapted by them to any game 
their fancy urges them to play. 

The value to the dealer of stimu- 
lating the imagination of the chil- 
dren of his locality by means of his 
window displays, interior decora- 


‘tions and newspaper advertising is 


unlimited. The popularity of fairy 


April 14, 1921 


tales, and Mother Goose rhymes, of 
colored picture books and animal 
toys among children of both sexes 
and of all ages, races and conditions 
bears witness to the fact that the 
average child is easily and delight- 
fully amused by the simplest con- 
trivances. 

Consider the interest that a hard- 
ware dealer could stir up by send- 
ing out a number of circular letters 
together with a few highly colored 
pictures that would appeal to the 
imagination of children, direct to 
Master Jack Wood or Miss Bonny 
Jill, and at the same time using 
newspaper advertising and window 
displays for a special “Toy Week 
Sale.” The children of his neighbor- 
hood would have a keener sympathy 
with his store, their parents would 
consider his store in relation to the 
service and the satisfaction that it 
renders to them and to their chil- 
dren, and the general effect it would 
have on his gross sales would prob- 
ably be worth every bit of energy 
and attention given to it. 


More Toys Than Ever 


The last few years have demon- 
strated the fact that toys can be sold 
during any month of the year pro- 
vided two things are done. First, 
the toys must be attractively dis- 
played both in the window and in- 
side the store. Second, an effort 
must be made to attract interest to 
the toy stock in conjunction, and in 
the same proportion, with other 
lines. It is perhaps safe to assert 
that more toys have been sold dur- 
ing the past decade than ever before 
in a similar period of time simply 
because they have been more exten- 


sively and more attractively dis- 
played. 
American toys lend themselves 


perhaps more readily for display 
purposes than those of any other 
origin, which in turn makes them 
the easiest and most profitable line 
in the world to sell. Domestic toys, 
made from the natural resources 
that place America paramount 
among the nations of the world, de- 
signed by American brains, fash- 
ioned by American hands and pro- 
duced in manifold quantities by 
American factories, and distributed 
by American taxpayers to American 
children with distinctive instincts 
and aspirations characteristic of no 
other country under the broad and 
wholesome sun—what other line can 
the hardware merchant handle with 
better conscience, what other has 
more natural advantages or a more 
intimate appeal to both the present 
and the coming generations in 
America? 
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With the window filled with toys and even a doll house in the rear, The Ogden Hardware Co., Ashland, Ky., brought 
many children to the store. 


Toys will always be a standard ar- remember that the toy customer of terested in a “speeder” or a 
ticle with children and this is fol- to-day is the tool customer of to- “skooter” or any wheel toy will later 
lowed up with games and finally by morrow. Or at the most the day af- on buy automobile accessories from 
the grim realities of life. Always ter to-morrow. The child who is in- the hardware store. 











Like the window above, it was toys that attracted the future customers and from the reports it attracted many of the 
older people also. 









Taking in Enough Territory 


The E. P. Reed Lumber Co., Rockland, Mass., ‘Sells 
Its Safe ty Razors in Boston by Taking Advantage of 
the Parcel Post—Excellent Arrangement in Store 


TP in Rockland, Mass., is lo- 
LJ cated the E. P. Reed Lumber 
Co., one of the truly progres- 

sive hardware stores of the New 
England States. The company was 
organized in 1850 and every year 
since that time has seen improve- 
ment and betterment of the store 
and the svstem under which it has 


As one enters the store through 
the double swing doors the sporting 
goods department is on the left. A 
gun case holding fifty stock guns 
and rifles line the wall. Next to 
this are glass doors in which nickel 
ware is kept. On the right of the 
entrance are sample panels contain- 
ing regular lines of tools and auto- 


headquarters for sporting goods and 
most of the teams are fully equipped 
by the Reed store. 

As an example of the company’s 
advertising, recently a drive was 
made on safety razors. Ads were 
put in two Boston papers with the 
result that 500 razors were sold 
through the mail. This unusual 




















Here are shown guns and rifles, fishing rods and tackles behind the glass cases 


grown until to-day it is one of the 
leaders of the country. At the pres- 
ent time the store carries’ complete 
lines of almost everything known to 
the hardware trade. Its sporting 
goods department, paints, household 
hardware and regular departments 


have been so arranged by the Win- 
chester Co. that everything is within 
easy reach of the salesmen and with- 
in sight of the customers, 





The front case has cutlery in it 


mobile accessories. In the center is 
a horseshoe show case which con- 
tains flashlights, cutlery and other 
lines of a similar nature. In the 
rear is to be found the builders 
hardware. The heavy hardware is 
kept in the basement. 

The company enjoys a brisk trade 
with the builders of the vicinity as 
well as the factories. The high 
schools have long known the store as 
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and further down clocks and silverware. 


idea can be utilized by any store |o- 
cated near a big city. 

The idea need not be confined to 
razors but can be used for any ar- 
ticle in your store that can be easily 
sent through the- mails. Think of 
the many small novelties that could 
be offered at a small price, especially 
at this time of the year. 

Herewith are reproduced 
views of the store. 


three 
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Above is the paint department of the Reed store at Rockland, Mass., while below is shown the sampling boards and case 
displays of hardware 
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Show Card Writing for the Beginner 


HE importance of displaying 

and price marking toys the 

year round cannot be over- 
estimated by the hardware mer- 
chandiser. A sales volume of toys 
each month naturally carries with 
it an increase in sales in other de- 
partments. 

“Daddy, what are we going to 
give Edward for his birthday? I 
saw some Kiddie Kars and Scooters 
in the window of Jones’ hardware 
store on Main Street yesterday. 
What would you think of one of 
these for him?” “That is an ex- 
cellent idea and will keep him out 
of doors. How much were they, 
did they have price tags on them?” 

No window display, unless it is 
a special demonstration or an ex- 
hibit of some standard nationally 
advertised article, is complete these 
days without some sort of descrip- 
tive showcard or price tickets. The 
largest and most exclusive shops 
nowadays utilize price tickets with 
marked results in dollars and 
cents. When Jones’ hardware 
store inserts an ad in the local 
newspaper he doesn’t simply tell 
the public what he has for sale but 
how favorably his prices compare 











American Made 
Our Spy 


By JOSEPH BERTRAM JOWITT 


with a competitor. The ad may 
carry some heading like this: “Your 
dollar is worth more at Jones’.” 


Making the Card Legible 


Price tickets do not have to be 
works of art so long as the letter- 
ing is legible and the numerals are 
plain; $5.98, is what interests the 
customer and makes the sale, not 
how fancy and how artistic the 
price ticket may look. By this I do 
not mean that a cardboard box 
cover cut up into small tickets and 
numerals made with a piece of black 
crayon will suffice—any extreme like 
this would only bring the merchan- 
dise down to the level of the price 
cards. The Egyptian numerals 
shown herewith are not difficult to 
make if the hardware salesman will 
only devote a few hours during the 
week practising them after first 
purchasing a modern “Perfect sin- 
gle stroke’ showcard brush. There 
is really no secret about the knack 
in learning this important business 
asset aside from securing the prop- 
er working tools and having a prop- 
er authentic alphabet to copy. The 
writer fully realizes just how awk- 
ward anyone’s first attempt to 
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Department 


Put. Floor 


handle the lettering brush is, but 
it can easily be overcome with a 
little conscientious practice and it 
positively does not require any ar- 
tistic ability any more than it re- 
quires an artist to learn to write 
longhand. This department is al- 
ways ready to answer any questions 
that will help the beginner. Ques- 
tions written on a postal card will 
receive a prompt reply. 

The - Egyptian numerals are 
about the easiest to learn and pre- 
sent a very neat appearance and 
are to be recommended where speed 
is essential. Each figure is com- 
posed of a series of short quick 
strokes, as the arrow points show 
and numbers indicate. For _ in- 
stance, in making the numeral “2” 
the first stroke of the brush taken 
is a short arched stroke, at the top 
from left to right. The next stroke 
two, joins stroke one as the dotted 
lines indicate in the second row of 
numerals. The final stroke three 
is horizontal and finishes off the 
numeral. 


Using the Right Strokes 


The top and bottom of the nu- 
meral “3” are the same arched 
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The picture was cut from a HARDWARE AGE ad and pasted on the card. The shading is a light tan color 
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Here are two cards that state their 


strokes as at the top of numeral 
“2.” The dotted lines in figure be- 
low show these strokes completed. 
The figure “4” requires just three 
single strokes to complete. The 
first stroke is a left oblique stroke. 
The second stroke crosses stroke 
three at right angles, about the 
center. The graceful numeral ‘5” 
is constructed in just four single 
strokes, the dotted lines below show 
the complete course of construc- 
tion. 

The beginner will observe that 
stroke three is the principal arched 
or curved stroke used in forming 
numerals 5, 6 and 9. This stroke 
which is the only real difficult 
stroke to master, is executed by 
rolling the handle of brush with 
the thumb toward you (always keep 
the thumb and first two fingers well 
down on the brush handle, just 
touching the nickel ferrule). The 
numeral “6” is a “9” upsidedown. 

The figure “7” is next in sim- 
plicity to the numeral “1”, it re- 
quiring but two strokes. The nu- 
meral “8’” is formed on the prin- 
cipal of the letter. “S”, it being the 
most difficult of all the numerals. 
The top should be the smaller loop, 
it is sometimes made by placing 
one small zero on the top of a lar- 
ger one, this is probably an easier 
way to construct it, but it will not 
look as well as if done according 


Strong Well-built 


Express 


g7s 


In forming the zero, the same 
principal of construction is used as 
in making the letter “O”, only the 
lines of an oval are used instead of 
a circle. 

While these ten numerals are all 
constructed in the manner of the 
single strokes mentioned, this is 
not meant to imply that they are 
absolutely finished. Each numeral 
will require a finishing touch 
where any unfinished brush marks 
are left, like at the bottom of the 
numeral “7” shown at top line of 
the plate. 

The modern single stroke show 
card brushes are so constructed 
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story very clearly and emphasize the price 


that it is only a matter of selecting 
a brush the desired size or thick- 
ness you wish to make each stroke. 
The numerals shown herewith are 
the exact thickness of a number 
12 red sable show card brush. 
The brush should be flattened out 
on some smooth surface each time it 
is dipped in the ink. This is how 
these flat chisel edged strokes are 
made. 

When making the round or curved 
strokes do not twist the arm but 
twist the brush, or roll it between 
the fingers, as before stated. 


Using Pictures from Magazines 

Whenever possible it is an excel- 
lent idea to illustraté show cards 
with advertising cuts or pictures 
cut from magazines and pasted on 
show cards. 

A picture message may take the 
place of a thousand words of text, 
and in many cases bring greater re- 
sults through emphasizing a point 
or driving home an argument. The 
picture on the half-sheet card illus- 
trated herewith was cut from the 
toy section of HARDWARE AGE and 
pasted on card using common white 
library paste. After placing pic- 
ture on card, the back of which has 
been thoroughly covered with paste 
(using fingers or brush for past- 
ing), place a piece of paper or 


to the rule as shown on the plate. A plain card without shading or border cardboard over all and smooth out 
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Study this chart closely. 


You will see how the strokes + 
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SIZE OF CARD 


System of layout by inches. 
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1x14 1%. or %4 sheet. 


the beginner 





This makes it easier and less work for 
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» each letter are made and carried through to 


the wrinkles with the fist, 
rotary motion. 

The next article on show card 
writing will be of special interest 
to the auto accessory department. 
It will contain lots of ideas on ac- 
cessory price tickets and show 
cards. 
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TRADE NOTES 


D. S. Forsythe, formerly sales direc- 
tor of the Columbian Hardware Co., 
Cleveland, has assumed similar duties 
with the Shelby Metal Products Co., 
Shelby, Ohio. 

Charles A. P. Barrett, for several 
years engaged in the paint business 
in Dayton and Troy, Ohio, died re- 
cently in Dayton at the age of 58. 

The Moore Iron Works, Inc., E] Paso, 
Tex., request catalogs and prices on 
locks for elevator doors and _ bank 
cages. 

After considerable uncertainty over 
the selection of a suitable building it 
has been announced that the 1921 New 
York Electrical Show will be held at 
the Seventy-first Regiment Armory, 
Park Avenue and Thirty-fourth Street, 
New York. The show opens Sept. 28 
and closes Oct. 8. 

James P. Wall of the P. Wall Manu- 
facturing Supply Co., Pittsburgh, Pa., 
died recently. 

H. M. Carroll has been appointed 
advertising and sales promotion mana- 
ager of the Remy Electric Co. 

The general offices and factory of the 
Western Toy Co. are now located at 
4332-40 Horatio Street, Detroit, Mich 
















ps 2 























Brushing Up on Household Brushes 


The Article That Has No Season But Can Always 


Be Pushed Successfully at Any Time of the Year— 
How F. M. Potter, Cleveland, Campaigned Brushes 


RUSH up a little on brushes— 
B household brushes—Mr. Retail 

Hardware Dealer, if you do 
not already realize the importance 
of this line of merchandise. You 
may be giving the proper atten- 
tion to paint and varnish brushes 
but at the same time may be over- 
looking a profitable line for which 
there is a growing demand during 
all seasons of the year. One brush 
manufacturer, realizing that this is 


sons, a little late for sleds and a 
little early for garden tools. “If I 
put a lot of skates in the window I 
may wake up and find it nearly 
warm enough for straw hats,” he 
said to himself. ‘“What’s the mat- 
ter with household brushes? They’re 
good to show in a window in almost 
any kind of weather.” 

Now a window display of brushes 
is rather unusual but he went at it 
and decorated a window entirely 


more of different kinds of household 


brushes. Among them were radi- 
ator brushes, brushes for wire 
wheels for automobiles, floor 
brushes, furnace’ brushes, flue 
brushes, toilet brushes, hand 
brushes, vegetable brushes, bottle 
brushes, wire brushes for sinks, 


clothes brushes, window brushes, car- 
pet sweeper brushes, shoe brushes, 
scrubbing brushes in different shapes 
and sizes, bath tub brushes, house 




















It will be observed that here is a hardware store that sells brooms and plenty of them. It is the Potter-Hardware Store 


almost an unlimited field, is doing 
a lot of national advertising and is 
getting its brushes into the hands 
of the housewife by means of door 
to door canvassers. That is a tip 
to the retail hardware merchants 
who have paid little attention to the 
household brush business. 

One retail hardware dealer who 
is profiting by carrying a complete 
line of household brushes is F. M. 
Potter, Cleveland. One of Mr. Pot- 
ter’s efficient salesmen who also 
looks after the window decorations 
in his store was wondering a while 
ago what to put in the display win- 
dow. It was somewhat between sea- 





in Cleveland 


with household brushes, except a 
few brooms for a background, that 
was very attractive, as is evidenced 
by the accompanying photograph, 
and which aroused a great deal of 
interest, particularly among women 
customers. What’s more to the 
point, it stimulated brush sales to 
a surprising extent. A background 
was provided in crepe paper in red, 
white and blue, this being mounted 
at the back of the window on a lat- 
tice frame. This paper was also 
used at the sides and on the bottom, 
thus providing an attractive color 
scheme. 

The display included a score or 
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brooms, street brooms, sidewalk and 
barn brooms and whisk brooms. 

Mr. Potter’s store is located in a 
section surrounded by the homes of 
well-to-do people who want all the 
household conveniences. While many 
of the types of brushes displayed had 
long been recognized as household 
necessities, there were many other 
types with which some of the women 


customers were not familiar and 
many asked what such and such 
brushes were for. In many such 


cases the need and convenience of the 

comparatively unknown types of 

brushes was quickly recognized and 
(Continued on page 104) 








Will Be Great Year for Auto Accessories 






Report of the General Manager of National Automobile 
Chamber of Commerce Most Encouraging for Hardware 
Men with Automobile Accessory Departments 


LFRED C. REEVES, general 
manager of the National Auto- 
mobile Chamber of Commerce, 

speaking at a luncheon preceeding 
the special automobile exhibition at 
the Automobile Club of America, 247 
West Fifty-fourth Street, New York, 
April 5, said that his regular weekly 
reports received from fifteen differ- 
ent sections of the country show that 
the selling season for motor cars is 
well under way, and_ indications 
point, he said, that sales for the next 
three months will probably be 75 per 
cent of last year’s record-breaking 
spring, and fully equal to the spring 
period of 1919. Since the first of 
the year Mr. Reeves has personally 
visited most of the large industrial 
centers east of Denver. 

The exhibition held under the au- 
spices of the Automobile Club of 
America during the entire week of 
April 4 attracted a large number of 
visitors. The crowding that is char- 
acteristic of the national shows was 
entirely avoided. Admission cards 
were procurable only by application 
at the club. 

As the principle speaker at the 
luncheon that preceeded the formal 
opening of the exhibition Mr. Reeves 
said in part: 

“Business was flat during Decem- 
ber, January and February, but since 
March 1 the industry has moved off 
dead center, with the factories put- 
ting thousands of men back to work 
and dealers ordering cars for de- 
livery up to July 1. The sales re- 
ported have been heavy in second- 
hand cars as well as in new cars. 

“This upward turn means that the 
automobile industry, as in 1907, 1914 
and 1919, is the first to feel the pub- 
lic pulse, and is leading in the return 
to buying by the American public. 

“Our reports show that trade is 
best on the east and west coasts, with 
the Middle West continuing to get 
better, but with the South and South 
Dakota recovering slowly, with motor 
car sales comparatively slow. It was 
logical and proper that the industry 
should have a readjustment after 


the hysteria of last year, especially 
as the business had increased 750 per 
cent in less than five years. 
‘Knowing the need for transporta- 
tion, the 125 manufacturers in the 





National Automobile Chamber of 
Commerce have readjusted their af- 
fairs to meet with the present con- 
ditions, and are trying to forget the 
year 1920. 


Workmen Returning to Plants 


“In the manufacturing territory 
Detroit has been putting back men at 
the rate of 7000 to 8000 a week, and 
the Cleveland territory shows a gain 
of workers in automobile plants of 
24 per cent during the past month. 
In the Chicago, Indianapolis and Buf- 
falo territory the return of men to 
the factories has been about the 
same. 

“A number of the plants are now 
working 100 per cent and a very sub- 
stantial number have 60 to 70 per 
cent of their old forces at work. 

“Dealers here and in other sec- 
tions visited say that, while the win- 
ter has been slow, spring has opened 
with a rush, with second-hand cars 
moving rapidly and with a substan- 
tial demand for the new product, 
which, in the case of some cars, ex- 
ceeds delivery dates by four or five 
weeks. 

“This, of course, is bringing ac- 
tivity in the parts, accessories, and 
tire companies, which should he!p 
other industries. 

“Motor vehicle manufacture last 
year was $2,250,000,000 wholesale, 
with $1,000,000,000 for the rubber 
business, and about $750,000,000 in 
the parts and accessories line, plus 
the retail selling of all those products 
by more than 50,000 dealers and 
garages throughout the country. 

“Reports to us of the carload ship- 
ments of automobiles from the plants 
show that February increased 58 per 
cent over January, while March will 
be approximately 48 per cent over 
February. 

“Appreciating the fact that the 
people must have cars, the industry 
has continued sensibly optimistic, re- 
adjusting itself during the past four 
months, and, as a result, will be more 
efficient in the future. 

“Economists marvel at the demand 
for cars, because they overlook the 
fact that this big country will al- 
ways demand individual transporta- 
tion by the most efficient means. 

“It was only twenty-five years ago 


90 


when there were four passenger au- 
tomobiles in the United States. One 
of them was in a circus, the second 
used for trick exhibitions and two 
others were regarded as mechanical 
freaks. 

“Ten years later, the engineering 
genius of the country brought the 
motor vehicle to a _ standard of 
proven merit, and 25,000 cars of all 
types were turned out by the manu- 
facturers in 1905. 

“From this point the problem be- 
came one of demand to the public 
and very intensive salesmanship. 
The decade which followed came to 
a close at the end of 1914 with 1,711,- 
000 motorized high transportation 
units on the road. 

“The 1921 figures show 8,200,000 
passenger cars and 900,000 trucks, 
which supply a sustained record for 
increased production which is with- 
out parallel in the history of manu- 
facturing output in the world. 

“It was only twenty-one years ago 
when the Automobile Club of Amer- 
ica, with high credit to itself, pro- 
moted the first automobile show in 
Madison Square Garden, when cars 
were a novelty and automobiles had 
not yet been permitted to enter Cen- 
tral Park. 

“The motor car has geared Amer- 
ica to a new efficiency in commerce, 
provided a new standard of living, 
and inaugurated a new philosophy of 
thought. 


Where Motor Cars Are Used 


“New York now heads the list with 
651,000 motor vehicles, although the 
biggest percentage of increase in car 
use last year was in West Virginia, 
followed by Mississippi, Florida and 
Texas. 

“South Dakota had taken the lead, 
with one motor vehicle for every 5‘; 
persons, followed by Ohio, Nebraska 
and California. ‘ 

“The public generally does not ap- 
preciate the exact position of the 
motor vehicle in the scheme of trans- 
portation. 

“There are two and one-half mil- 
lion miles open for highway trans- 
portation, which, with the railways 
and waterways, make for the trinity 
of transportation that means so much 
for America. 











N our two previous papers we 
touched upon the elements which 
govern the production of the lay- 

out—types and borders and the cor- 
rect balancing of newspaper display. 
In this paper, therefore, we can dis- 
cuss the making of the layout from 
a more or less mechanical standpoint. 

The layout conveys to the printer 
the sum total of what one knows 
about the arrangement of type and 
the appreciation of display masses. 
By means of the layout you talk to 
the printer in his own languagé and 
in the course of time you become 
more and more familiar with this 
language and consequently improve 
your instructions via the layout. 

It takes a rather experienced typo- 
graphical man to give verbal instruc- 
tims to a compositor, but with a 
little practice anyone may tell the 
printer, through the layout, just 
about what he wants in the way of 
ad display. With a layout before 
him, the compositor, with his expert 
knowledge, can fill in the gaps, and 
smooth over the rough spots of the 
layman’s instructions. 

Therefore, the layout should be of 
great interest to the hardware man, 
as it places in his hands a key which 
unlocks the doors ordinarily barring 
the way toward a realization of his 
desires in the way of attractive set- 
ups. 

How often. have you had an idea 
in connection with your ad display 
which never seemed to materialize 
just in the manner in which it 
fashioned itself in your mind. The 
reason was that you did not estab- 
lish a good connection with the com- 
positor’s mind. You did not speak 


his language, and while he did his 
best to translate your directions, the 











The Mechanical Side of Advertising 


3. Making the Layout 


finished job was foreordained to dis- 
appoint. 

The plans of the architect show 
the builder the architect’s idea of a 
correctly designed and proportioned 
building and the layout conveys to 
the printer your idea of an attrac- 
tively set ad. 

If you have read thoroughly the 






to your notice, you will have little 
difficulty in indicating to the printer 
plans of display that will go a long 
way toward making your advertis- 
ing more profitable. 


Helping Out the Printer 


The chief reason for poor-appear- 
ing newspaper ads is because the dis- 
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two preceding papers, you have a 
working idea of the proper propor- 
tioning of display elements as well 
as some familiarity with type styles. 
Combining this knowledge with ob- 
servation of attractive ads that come 
9] 


proper layout a 1d Methoec 
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play arrangement is left to the print- 
er. Even should the printer’s ideas 
of display be correct, according to 
modern usage, he does not have the 
time to work out an individual dis- 
play for each ad, with the result that 
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little attention is paid to how the 
matter is arranged. 





Using Layouts Over Again 






The making of the layout is neither 
a long nor a tedious process, as will 
be shown; neither is it necessary to 
make a new layout for each ad. 
After you have drawn up a few at- 
tractive layouts, number them, and 
when sending the newspaper your 
copy from time to time instruct the 
compositor to follow the style of the 
layout you indicate. In this man- 
ner you can make several layouts an- 
swer for a considerable length of 
time. 

Some merchants use one style of 
display continuously although this is 
not being done as much now as for- 
merly—there is too much competi- 
tion in advertising layouts to make 
sticking to the same display a pay- 
ing proposition. The chief advan- 
tage of a fixed plan of display, how- 
ever, is because of the fact that your 
ad soon becomes a fixture in the 
newspaper and is easily located by 
the reader. Other merchants make 
a practice of clipping ads they notice 
in their newspapers, trade papers or 
magazines and sending them to the 
printer with their copy, instructing 
him to follow the style of the clip- 
ping. This is a practice which should 
claim a larger number of devotees as 
it certainly will result in improving 
the appearance of your local pub- 
licity. 




















































Making the Layout 
Your layouts need not be carefully 








HARDWARE AGE 


drawn, but they should plainly indi- 
cate various important points. Re- 
ferring to the sample layout repro- 
duced with this article, these points 
will be seen indicated. Use a soft 
lead pencil in making your layout 
and have a ruler handy. On the 
sample layout we have lettered the 
lines. You can simply write them in 
the spaces, although you will find 
that lettering is better in this one 
regard—that it more closely ap- 
proaches the actual space that will be 
taken up by the type, and therefore, 
makes your layout more accurate and 
less liable to cause the printer to 
make adjustments which will alter 
some of the display effects you had 
in mind. 
Successive Steps 

First step: The size of the space 
should be shown in inches and col- 
umns, as it is done on the sample 
layout. A single newspaper column 
is 13 picas or 24% inches wide; double 
column, 2614 picas or 4%@ inches 
wide; triple column, 40 picas or 6% 
inches wide, and four columns, 531% 
picas or 8% inches wide. Some 
newspapers run 13% pica columns 
and some only 12 or 121% picas but 
the great majority use the 13 pica 
column. So then if your ad is 5 
inches, double column, as was the 
sample layout before reduction, you 
will rule a space 5 inches high by 
we have done in the sample layout, 
43% inches wide. 

Second step: Indicate the position 
of cut or cuts, if the ad is to be illus- 
trated, by either pasting in proofs as 
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or indicating the approximate space 
the cuts will occupy. The best way 
to do this is to draw a rough square 
or oblong space or a space whatever 
the shape of the cut may be so that 
the compositor may see just where 
he is not supposed to make provision 
for type. 

Pasting in proofs of cuts is the 
preferable method as it is exact, and 
this should be done wherever prac- 
ticable. 

Third step: Name style of border 
you wish used and indicate how you 
desire it placed—whether run all 
around the ad or broken for cuts, as 
shown in the sample layout. The 
possibilities in arranging borders in 
unique ways and combinations are 
truly immense and this angle of lay- 
out making should receive a great 
deal of study. Examine borders on 
different ads in all kinds of period- 
icals to get hints on border arrange- 
ment and you will surely get enough 
ideas to last you some time. 

Fourth step: Indicate the size 
and style of the display type, roughly 
lettering in or writing the lines as 
before suggested, to show where you 
wish them placed. If you don’t feel 
confident to indicate size at first, 
merely indicate style and letter in 
the lines about the size you feel they 
should be set and the compositor will 
come pretty close to hitting the cor- 
rect size as modern compositors, as 
a rule, are expert in ad composition, 
and where given the semblance of 
an idea can usually follow it to sue- 

(Continued on page 120) 


SHOWING APPROXIMATE NUMBER OF WORDS IN A SQUARE INCH 
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SIZE OF a a a ee = ‘ 
TYPE | | | 
1 2 4 | 6 8 10 ; 11 14 | 16 18 | 20 | 22 24 | 26 28 30 | 32 34 | 36 
‘sport | 69 | 138 | 276 | 414 | 552 | 690, 828) 966) 1104] 1242) 1380] 1518] 1656] 1794] 1932| 2070| 2208| 2346] 2484 
6-PoINT | 47 | 94 | 188 | 282 376 $70, 564! 658) 753) 846} 940) 1034! 1128) 1222) 1346) 1410) 1504) 1598) 1692 
8-POINT | 32 | 64] 128 | 192 | 256 | 320) 384) 448, 512) 576) 640) 704) 768) 832) 896) 960] 1024) 1088) 1152 
9-POINT | 28 56 | 112 | 168 | 224 | 280) 336) 392) 448) 504) 560) 616) 672|) 728) 784) 840} 896) 952) 1008 
10-POINT | 21 42 84 | 126 | 168 | 210) 252} 294} 336] 378 420) 462} 504) 546) 588) 630) 672) 714) 756 
12-point | 14!) 283 56 | 84 | 112 | 140) 168) 196 -_ 252 "| 308) 336) 364) 392) 420) 448] 476) 504 
| | ~~ ae | 
TABLE II ; 
SHOWING APPROXIMATE NUMBER OF WORDS IN A SQUARE INCH 
Type Lines LEADED—2-PoINT LEADS 
NUMBER OF WORDS PER SQUARE INCH 
SIZE OF | 2 
TYPE | | | | | 
1 2 1-4 6 | 8 10 | 12 | 14 | 16 18 | 20 22 24 26 28 30 32 34 36 
5-pornt | 50 | 100 | 200 | 300 | 400 | 500 600! 700) 800} 900] 1000] 1100) 1200] 1300] 1400! 1500] 1600] 1700] 1800 
6-POINT | 34 68 | 136 | 204 | 272 | 340 408| 476| 544) 612) 680) 748) 816) 884) 952) 1020) 1088) 1156) 1224 
8-POINT | 23 46 92 | 138 | 184 | 230) 276) 322} 368) 414) 460) 506) 552) 598) 644) 690] 736) 782) 828 
9-poINT | 21 42 84 | 126 | 168 | 210} 252) 294) 336) 378) 420) 462) 504) 546) 588) 630] 672) 714) 756 
10-PoInT | 16 32 64 96 | 128 | 160} 192} 224) 256) 288] 320) 352] 384) 416) 448) 480) 512] 544] 576 
12-poinT | 11 | 22 44 66 88 | 110} 132) 154; 176} 198) 220) 242) 264) 286] 308} 330) 352) 374) 396 
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THE HUMAN ELEMENT IN BUSINESS 


O other factor so completely dominates the business of retail merchandising as does 
the human element. A merchant’s success hinges upon intimate personal contact 
between himself or his representatives and the people who buy. The exchange of 

goods for money is a decidedly human transaction. 

q Human nature is much the same everywhere. We are all swayed by friendship or pre- 
judice. Comparatively trivial things often change the entire current of our lives. As 
human beings we are sensitive to a degree not yet fully recognized in the realm of busi- 
ness. 

q The petty likes and dislikes which prevail among people socially, also prevail in busi- 
ness. The man who dislikes a merchant’s personality, his store, his systems or his help, 
buys his merchandise elsewhere. Were this not true “Good Will” would have no intrinsic 
worth, and the sale of a business would be reckoned only on the cash value of the mer- 
chandise and fixtures. 

q There is no monopoly in retailing. The man with money can buy the self-same articles 
carried on your shelves from any one of a dozen sources. He buys from you primarily 
from choice. 

q The first purchase of a customer may be the result of circumstances. His continued pa- 
tronage depends upon his impression of the treatment accorded him by you or your 
helpers. 

q A merchant’s employees are the points of contact between himself and his customers. 
They should be naturally human and humanly natural. You cannot run a direct current 
on an alternating circuit. 

q Since the human element enters so strongly into success or failure in merchandising, 
it seems only reasonable that it should receive the same consideration at the hands of the 
merchant as the more material factors of his business. 

q At least once every year the practical merchant takes an inventory of the merchandise 
carried in his stock. Would it not be equally wise to take a similar inventory of his intan- 
gible assets—the things which make for business friendship, prestige, confidence and good 
will? 

q Every retail merchant should set a standard and grade himself on such items as per- 
sonal popularity, ability, efficiency, courtesy, community interest, training of employees, 
thoughtfulness and fair dealing. 

q From the same standard he should grade each of his employees, paying particular atten- 
tion to personality, service, courtesy, neatness, promptness, willingness and salesmanship. 
Such an inventory, honestly taken, is worth fully as much as any material inventory a mer- 
chant can make. 

q When this record is completed, it should be utilized just as a merchandise inventory is 
utilized. Shelf-worn ideas, systems and habits should be dropped. Wherever the grade 
falls below the 75 per cent of school days, the reasons should be located and the proper 
remedies applied. 

q Whenever a customer ceases to patronize a merchant there is always a reason—real or 
imaginary. It is the merchant’s business to know that reason; to make reparation when 
the grievance is real, and to explain fully when the grievance is fancied. 

@ The addition of one hundred new customers becomes a liability if at the same time a 
hundred old customers are lost. It is cheaper and infinitely easier to repair the leak than 
to continually furnish new customers. 

q Be human. Put your business on a human plane. Then and then only will you win 
and hold the friendship, the confidence and the trade of the “human” buying public. 
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“When the Women Saw Our Windows”— 














The Bunting Store, Kansas City, Mo., Diverted the 
Feminine Minds From Millinery to Kitchenware With 
the Novel Display That Was Copied by Other Stores 


; HILE the women have their 
W minds set upon their Sum- 
mer regalia, their hats, 
shoes, dresses, suits, whatever they 
have decided is indispensable for 
their appearance in early June, is it 
not a good idea to fill their minds 
with thoughts of beautiful decora- 
tions in the home? 

When the local dry goods stores 
blossomed out in flamingo tinted 
plumage and all the gorgeous colors 
of the rainbow, so prevalent this 
year; when the windows were filled 
with flaming pinks and vivid blues 
and greens, what was there left for 
a hardware store to do? 

The Bunting Hardware store, 
Kansas City, Mo., found that it did 
not have to seek brilliant colors to 
produce an effect. It found that a 
window all in white would stop every 
woman who came down the street. 
The decorator did not stop this time 
with a third of a window for one de- 
partment, as he very often does, but 
boldly seized upon a whole window, 
or one-half of the front of the big 
store, and in this big window he pro- 
duced a model kitchen. 

The women actually could not get 
past this window. It had an appeal 
for them that they could not resist. 
Every article in the window was 
white, the refrigerator, the stove, 
the kitchen cabinet, the table and the 
beautiful white enameled ware, which 
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is so clean and sanitary, so grace- 
fully shaped and so useful in the 
kitchen. 


They Came, They Saw And Entered 


So attractive was this window that 
the people stood and gazed and in- 
variably came in to buy. In fact 
they bought so much that the firm 
ran out of the white refrigerators 
and before the week was up had to 
take the one from the window, using 
as a substitute a blue one. This sub- 
stitution was not so bad when we tell 
you that the sash curtains blowing 
in the window were of white and 
blue and the floor covering was also 
of white and blue. The window is 
paneled in oak and made a very good 
background for a kitchen effect. 

Anticipating good trade in the 
kithcen furnishings department as a 
result o fthis beautiful window, the 
manager arranged his floor with al- 
most as much care as the window 
decorator had shown, and when the 
women stepped into this division the 
appeal that the window had made 
was still with them and influenced 
them to buy. 

Of course in the department it 
was possible to have the display 
much more complete and the good 
housewives often went away wish- 
ing for more than they were able to 
purchase, 

When the housewives came up to 
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the housefurnishings department 
they made especial inquiry about 
the economy of white in the kitchen. 
Many of them were used to black, 
dingy looking stoves that required a 
semi-annual or more frequent bath 
in a black preparation. They were 
familiar with the process of blacking 
a stove, but not with whitening one, 
and when they were shown that the 
white merely had to be wiped off and 
kept clean in order to be sanitary, 
they were desirous of just that kind 
of a stove. 

The salesmen explained in detail 
how the porcelain is baked on the 
stove so that it will not chip nor 
break. They showed the housewife 
that the modeling of the enamel ware 
without seams or cracks is what 
makes it so sanitary. That the re- 
frigerator carried by the store is 
absolutely dry on the inside; that it 
has such a perfect system of ventil- 
ation that foods do not mold, that it 
is so dry that a match could be 
scratched on the inside of the ice 
chamber, and that of all the impuri- 
ties which are liable to cause spoil- 
age settle on the ice instead of on 
the food and are carried off in the 
drain. 

They illustrated with a dummy re- 
frigerator the linings of which are 
non-conductive of heat, and _ the) 
showed her why she should choose 
this type in preference to any other 
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make of refrigerator, not only be- 
cause of its beautiful exterior but 
because of its absolutely sanitary in- 
terior, which in itself would be a 
guarantee against many of the ill- 
nesses which come of foods and milk 
in the summer time. 


The Kitchen Cabinet 


Fully as versatile were they in 
their description of the handsome 
white kitchen cabinet. The sanitary 
containers were all exhibited to the 
interested housewife. She was shown 
that it was an impossibility for a 
rodent to make his way into any of 
the bins or containers. She was 
shown how dry and sweet the foods 
could be kept in the various jars and 
other containers which are a part of 
this kitchen necessity. 

And so while the display lasted 
but one week, after which the beau- 
tiful white ware and handsome 
kitchen necessities had to be taken 
out and the space given to incubators 
with live chicks running about, this 
window was a pot o’ gold to the 
Bunting store. 

It was an idea that might well be 
emulated by the hardware dealer in 
even the smallest of hardware stores. 
He might not be able to decorate his 
window all in white, but he could 
put ‘in a model kitchen, and he will 
find that the housewife will not be 
able to resist the appeal. 
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The kitchen is where she spends 
so much of her time, and while the 
woman is naturally thrifty and will 
make her old things do as long as 
she can, she appreciates the time 
and labor saved with modern appli- 
ances. If she can just get her bet- 
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ter half into town, and make him 
stop in front of the window, she 
will make him realize the difference 
between her old, smoking stove, her 
battered tinware and her common 
wooden kitchen table covered with a 
scrap of oil cloth, and this charming 
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window which is as inviting as a 
living room. 

She will go farther than that, she 
will get him into the store and in- 
fluence him to buy. Do not the women 
do eighty per cent of the buying? 
Well, then, why not appeal to the 
women and show them the things 
they need right in their own homes? 

The Bunting store found that 
other dealers and department stores 
carrying housefurnishings adver- 
tised their goods on the strength of 
this window. It no doubt helped to 
sell goods for them, but in return 
their newspaper advertising helped 
put sales over for Bunting’s. 

No doubt many a spring hat pur- 
chase was forgotten or postponed, 
but in purchasing such an addition 
to her home, the housewife secured 
something that will be a joy to her 
365 days in the year, and a long time 
after Spring hats and Summer finery 
are worn out and forgotten. 

And so since attracting the public 
and pleasing the public with the 
goods one has to sell, and.inducing 
them to buy, is the biggest part of 
merchandising, why not cash in 
wherever and whenever possible? 


DENISON, TEX —The G. A. Jones 
Hardware Co., doing both a wholesale 
and retail business at 321 Main Street, 
has increased its capital stock from 
$17,200 to $40,000. The business was 
established 40 years ago. 








& 


i 
—— me 
ee 


—Faear-Ever 


___ oni TEKS 


ef 
2 Z pp B- 
* @ 


_* 








The Carlisle Hardware Co., Springfield, Mass., also believe in putting in an attractive window of kitchenware at this 
time of the year. Here is aluminum ware for everyone 





Send for These Important Bulletins 


DUCATIONAL bulletins cover- 

_4 ing every problem of home 
laundering are now ready for distri- 
bution among hardware dealers sell- 
ing any type of washing machines 
and through the dealer will be avail- 
able for present and future users of 
machines. 

These bulletins have been prepared 
by experts and have been compiled 
by the American Washing Ma- 
chine Manufacturers’ Association 
and can be obtained upon application 
to the association’s secretary, Enoch 
B. Seitz, Otis Building, Chicago. 

The instructions are usable with 
any type of machine, regardless of 
what power is employed. Such lit- 
erature should accompany’ every 
washer sold, and will insure not only 
increased satisfaction on the part of 
the user but will spare the dealer 
needless service expense and annoy- 
ance. 

The subject matter of the educa- 
tional bulletins is arranged in the 
order in which housewives would 
naturally conduct the laundry proc- 
esses. The subject is covered in six 
divisions and the bulletins may be 
used separately for a study course or 
may be held in an attractive colored, 
artistically decorated and worth pre- 
serving, as a permanent reference 
book. 

A summary of 
treatise follows: 


this important 


Bulletin No. 1—Removal of Stains 


Instructions for the removal of 
specific stains, recipes for preparing 
stain removers and an exhaustive 
discussion of stains, the causes and 
manner of removing them are con- 
tained in this bulletin. 


Bulletin No. 2—Supplies for the 
Laundry 


Information is given on the water 
supply, soaps, soap substitutes, soap 
savers, bluings and starches. 

Bulletin No. 3—Cottons, Linens, 

Woolens and Silks 

Special attention is given in this 
bulletin on the correct methods of 
washing silks and wools. Instruc- 
tions are included on washing, rins- 
ing, bluing and setting of colors in 
all fabrics. 
Bulletin No. 


In this bulletin full advice and in- 
formation is given on how to secure 
the best results and experience the 
least use of time in using a wash- 
ing machine. Mechanical features of 
the various types of machines are 


4—Washing Machines 


explained. Instructions on the oi!- 
ing and care of the machine are 
given in detail and with expert un- 
derstanding of every phase of wash- 
ers. 
Bulletin No. 5—Ironing 

General observations and specific 
information on the best ironing 
methods are given. 
Bulletin No. 6—Proper Home Laundry 

Equipment 

The proper arrangements and 
equipment for the model laundry are 
detailed. Questions of light and ven- 
tilation are considered. Water sup- 
ply and disposal of waste are de- 
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The Business Quiz—No. 17 


Question No. 1—What is known in mercantile practice as an 
“acceptance”? 
Question No. 2—What is known as “The Act of God” clause 


in bills of lading? 


tailed. Excellent drawings of well- 
arranged laundries are included. 

The proper use of these bulletins, 
which the association is eager to fur- 
nish the hardware dealer, should re- 
sult in a widened market and more 
intelligent use of washing machines. 
They should help make sales and in- 
crease the satisfaction of present 
owners. Secretary Seitz urges hard- 
ware men to send for a supply of the 
bulletins. 


The Union Tool Co., Orange, Mass., 
will act in the capacity of exclusive 
representatives for the Crogan Mfg. 
Co., Bangor, Me. 
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Question No. 3—Who was and how did J. A. Roebling acquire 


business fame and fortune? 


Question No. 4—What is the meaning of the term “allonge’’? 
Question No. 5—What is known as a “Round Robin’? 
Question No. 6—What percentage of people entering a retail 


store are conceded to be buyers? 


Answer to Business Quiz No. 17 


Answer No. 1—In mercantile practice either the engagement 
to pay when due, on the part of one upon whom a bill of exchange 
is drawn, or the bill itself when it has been accepted. The method 
of accepting a bill is to write one’s name across the face of it. 

Answer No. 2—The “Act of God” clause is inserted and used 
in bills of lading to signify perils and dangers of the elements or 
acts of Providence beyond human control. 


Answer No. 3 


J. A. Roebling was an American engineer who 


made a life study of bridge building, specializing on those em- 


bracing the suspension plan of construction. 


His fame came by 


reason of activities of construction of the Niagara Falls and 


Brooklyn bridges. 


Answer No. 4—Allonge figures on bills of exchange in the 
form of an attached slip for signature of indorser when there is 


no room on the bill itself. 


Answer No. 5—A “Round Robin” is a petition signed in a 
circular form so that the individual’s name need not appear first. 
It is usually used in form of a protest or plea where no one likes 


to be quoted as leading. 


Answer No. 6—It has been conceded that 95 per cent of the 
visitors to a retail store are customers. 
“look” or “shop,” but the “looker” and “shopper” of yesterday is 
the buyer of to-day, if properly appealed to. 
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Of course, some come to 
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Taking Advantage of the Holidays 


The Buchanan Hardware Co., Richfield Springs, N. Y. 
Trim the Windows According to the Events Taking 
Place and Tie Up the Advertising in a Like Manner 


HE basis of all true advertising 
TT is applied psychology, the abil- 

ity to so change and arrange 
advertising schemes, either in the 
window or newspaper, to attract at- 
tention by their originality, unique 
arrangement or artistic setting. 
Whatever best attracts the eye, of- 
fers the power of suggestion, and 
makes the most sales. 

A display window of a business 
house is the index to the store. As 
a much advertised breakfast food 
formerly carried the message: “Tell 
me what you eat and I will tell you 
what you are,” so “Show the passers- 
by the display windows and they 
will tell you what’s within.” This re- 
mark is not a “chesty-pound” guide 
sign to our ability as merchandisers 
or advertisers. We really admit that 
we have just a few things to learn 
ourselves in both these lines, but we 
are susceptible to new ideas, and 
would not persuade you to seek our 
mart as a Utopia of business. meth- 
ods, thinking to apply them to every 
need! However, we are “conceited” 
enough to know that our particular 
kind of advertising, in our partic- 
ular section, brings splendid returns, 
and we are shading our eyes now 
to catch a glimpse on the horizon of 
someone who will bring us newer 
and better methods to suit our case. 
When he appears we will take off 
our hats to him and begin a new 
regime, 

The slogan of our business is “At 
Your Service,” which is used in all 
our newspaper advertising and paint- 
ed on our several trucks. These 
trucks also have the firm name, tele- 
phone number, and the words, “Heat- 
ing and Plumbing” painted in yellow 
on a dark background, so we classify 
these as our “silent salesmen of the 
road.” As they dash in and out over 
the country sections and through the 
adjoining towns we are carrying our 
message, and advertising our busi- 
ness. 

Heavy on Advertising 


We advertise in four weekly and 
one monthly newspaper, carrying a 
5-inch double space. We strive in 
every particular to have these adver- 
tisements illustrated, for we believe 


By ELEANOR L. PORTER 


Advertising Manager, Buchanan Hardware Co. 














John A. Losee, president of Buchanan 
Hardware Co. 


that therein lies the big power of 
advertising—catching the eye to tell 
the story. In our local newspaper, 
The Mercury, we feature weekly two 
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5-inch double advertisements and our 
two large show windows (9 x 16 ft. 
each), display the features of these 
two advertisements, so we have a 
double power. These displays show 
in various settings the goods to 
which we are calling attention, ar- 
ranged in natural setting as far as 
possible. We seek to make use of 
special holidays by special displays. 
For instance, St. Patrick’s Day found 
all the green wares in our store to 
the front window: Emeralite lamps, 
flower boxes, fancy and waste bas- 
kets, etc., with a background of 
green and decorations of green 
palms. A large display card pro- 
claimed “Green Wares for St. Pat- 
ricks’s Day,” and goods were priced 
with small cards. Previous to this, 
during Inauguration Week, we had 
a “Harding Blue” window, made up 
of blue enamel ware with a Harding 
Blue background. To add a real 
touch to the occasion we displayed 
framed pictures of Harding and 
Coolidge, and also exhibited prints 
of members of the old and new cabi- 
nets. A display card stated “Let 
Harding Blue Suggest a New Ad- 
ministration in the Kitchen.” This 
was an effective window, as our large 
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St. Patricl’s Day 





See the varied line of green goods: 
NDOW BOXES FANCY BASKETS 
DINIERS WASTE BASKETS © 

$125 RNSEY WARE EMERALITE LAMPS 
——~ DUPLEX FIRELESS COOKER : 


alternate 


T YOUR SERVICE—PHONE 63 ~ 
ELD SPRINGS 








The ads are always timely and tied up with some special day or event 
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This window display was used after an entire line of traps had been sold 


stock of goods, consisting mostly of 
kitchen utensils, gave a flash of blue 
and showed our wares to good ad- 
vantage. 

We send out quite a number of 
mimeograph letters, on a_ selected 
mailing list, especially when we are 
featuring some special sale. These 
letters also are enclosed with some of 
our letters, statements, and receipts, 
together with mailing slips advertis- 
ing the line. We have an assortment 
of mailing slips in our office and 
make a similar use of them daily. 
On our store counters are also slips 
and pamphlets for the attention of 
the customers and several varieties 
are wrapped in packages. We are 
also great believers in the use of 
counter and shelf cards, with prices, 
calling attention to displays. This is 
the scheme of letting your custom- 
ers sell goods to themselves while 
waiting for packages or when “just 
looking around.” It is also our policy 
to suggest kindred lines of goods to 
a customer. We consider this a part 


of good 


done. 


salesmanship, 


if tactfully 


April 14, 1921 


(largely of glass) extends beyond the 
line of the display windows, with a 
large glass between office and one 
of the display windows. The parti- 
tion enclosing the back of the office 
from the store is also largely of 
glass, so we are able to watch the 
pulse of business activities from this 
point of vantage. 

We are very particular to give 
prompt and special attention to all 
inquiries and matters that come to 
our attention, whether large or small. 
Our president, John A. Losee, signs 
nearly all letters personally, so the 
customer has the guarantee of per- 
sonal and experienced service. We 
seek to keep in personal touch with 
the trade through reading the local 
papers. This enables us to have a 
thorough knowledge of new people 
moving in the territory, others movy- 
ing out, accidents, fires and similar 




















Miss Porter (near window) and her assistant 


Our office faces the street, in a 


new 


addition. This 


office 


front 
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way Buchanan remembered Washington this February 


news, so that our actions are often 
governed by such reports, and we 
can, at least, evince a personal in- 
terest either by letter or personally. 
It is a big factor in merchandis- 
ing when a salesman puts himself in 
the other fellow’s place. This de- 
velops an interest for the needs and 
requirements of the customer and is 
bound to give good results. We guar- 
antee satisfaction, or adjust the 
transaction. A dissatisfied customer 
is a poor medium of advertising. In 
short, we strive to live up to our 
motto: “At Your Service,’’ and 
when we fail we wish to be notified 
at once. We, with the rest of the 
world, need hard knocks and criti- 
cisms to open our eyes and spur us 
on to better achievements. It is not 
the unanimous honeyed words that 
always spell success for a cause. 
Every individual and concern need 
shaking vigorously at times. 





The Letter That Says “Paint Your House” 


Doing an Immense Business Against Big Compe tition 
as she Result of Novel Me lines Is dee Experie nee 
ong Island 


of A. M. Lubash & Son, Richmond Hill, I 


F you lived in Richmond Hill, 

L. I., and your house needed 

painting you would receive a very 
courteous letter of appeal from A. M. 
Lubash & Son, hardware dealers, who 
specialize in paint. It would mean 
that one of the three students who 
walk the streets in search of paint 
prospects had spied your dwelling 
and thought it needed a new coat. 
Your name would be obtained from 
the tax office and the information 
given to Nat Lubash, who is the “& 
Son” of the business. 

Then as a resident interested in 
local activities of the town and county 
you would be sure to read one or 
more of three weeklies and an occa- 
sional copy of the daily that cover the 
news of that area. In each issue of 
these papers you would find the ad- 
vertisement of this hardware firm, 
and recently you would have become 
acquainted with a very unique “Two 
for One Dollar’ sale that was en- 
tirely different, and that turned out 
to be a tremendous success from a 
merchandising point of view. . 

There are eight other retail hard- 
ware stores along the same street 
and five exclusive paint stores to be 
competed with, yet the Lubash store 
has sold an average of more than 
three hundred gallons of paint a 
week for many months. Two exclu- 
sive paint stores are located directly 
across the street, one to the left at 
a distance of three hundred yards and 
the other an equal distance to the 
right. 

There is real honest-to-goodness 
paint competition in this town. 

As a general rule merchandising 
experts agree on the advantages of 
handling one line of paint exclusively 
so that the store becomes known as 
the store that handles the Blank 
paint. Nat Lubash, however, has 
found it advisable to handle three 
different brands of paint in order to 
get a wider variety of shades and 
tints of standard colors. He found 
by close observation that his pros- 
pects were people of discriminating 
color tastes and that the houses were 
of the better type. His working ter- 
ritory includes Kew Gardens, a well- 
known high-class suburb of New 
York, and customers living there 
have expensive, well-kept homes and 
are exacting about shades of colors 


and often bring in samples of cioth 
to be matched in paint or bring in a 
colored picture torn from a maga- 
zine. 
Must Study the Colors 

To handle this trade to advantage 
Lubash found that he would have to 
study colors and learn to mix prop- 


erly so that in a pinch for a re- 


will admire the unusual color effects 
of Mrs. Smith’s house and remark 
that she had not seen that particu- 
lar color before. Mrs. Smith will 
then tell of Lubash’s ready 
ance in painting matters even to the 
extent of furnishing expert 
painter who does not clutter up the 
cellar or leave a rubbish heap on the 
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an 














The Lubash store, Richmond Hill, L. I. 


quested color that might be unusual 
he could actually show the prospect 
a positive means of getting the de- 
sired effect. This little service has 
been a big thing for this company 
as it has become a topic of conver- 
sation over tea tables. Mrs. Brown 
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The big page ad has been put in the 
window 


front lawn when the job is finished. 

After his first letter which merely 
introduces the firm of Lubash and 
politely suggests that the house is of 
such value that it deserves painting, 
Mr. Lubash writes another letter 
suited to the particular section in 
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which the house is located. If at all 
possible the prospect is referred to 
some house in the neighborhood that 
has been finished with paint bought 
at the Lubash hardware store. In 
the letters extracts of the “Save the 
Surface” campaign literature are 
used. The prospect is told of the 
effect of the elements on wooden 
houses and of the protection a good 
painting will give. An attempt is 
made to impress the house owner 
that it is of real economic advantage 
to care for the surface. Lubash 
keeps his store open at night until 
nine so that the working head of the 
family may have the opportunity of 
coming to the store to talk over the 
painting of his particular home. 

When a sale is made and the paint- 
ing is being done the scouts that sup- 
ply the names are informed and they 
keep the boss in touch with the prog- 
ress of the painters. A letter is writ- 
ten telling the owner of the house 
- that new window shades will give 
the newly painted house a real fin- 
ish. In proper season window 
screens are suggested, or new wire 
cloth for the old frames. Thus the 
sale on paint does not in any way 
terminate the personal touch that has 
enabled Nat Lubash to build up an 
enviable hardware business in less 
than four years against competing 
firms that have been in business for 
as many as ten or fifteen years. 


No Limit to Selling Area 


The letters have brought lots of 
response from house owners, and it 
is a very common sight to find two or 
three high-powered motor limousines 
with uniformed chauffeurs at the 
helm waiting outside of the Lubash 
hardware store, with the mistress in- 
side picking out the desired color. 
Mr. Lubash always offers seats to 
lady customers who come in. As he 
explains it, he endeavors “to be po- 
lite without being gushing or in any 
way offensive.” In his letters, too, 
he is always careful not to make any 
remarks that may be taken in the 
wrong light or that might antagon- 
ize a good prospect. , 

Customers have come from points 
at least three miles away in order to 
take advantage of the color selec- 
tion and mixing service that Lubash 
offers. He keeps a complete stock on 
hand at all times, and is always ready 
to offer a small sample for the pur- 
pose of trying out the shade. Lu- 
bash knows the peculiarities of sur- 
facing on different kinds’ of wood, 
a seemingly small item but of suffi- 
cient importance, he says, to give 
it earnest consideration in the mix- 
ing of the colors. 

When customers come in to buy 
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interior paints or stains and var- 
nishes for furniture Mr. Lubash 
gives a demonstration on the effi- 
ciency of a furniture polish that he 
sells. He explains to the customer 
that the coat of stain put on the 
chair will have a better lustre and 
give longer protection if polishing is 
done regularly. This suggestion has 
sold many cases of polish and brought 
in a handsome profit that might have 
been missed. 

The advertising of this firm may 
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This is Lubash’s souvenir blotter 


be found in any issue of the local 
papers so that every reader has 
thrust before him “‘Lubash,” “Hard- 
ware” and “Paint.” These three 
words usually predominate the ad- 
vertisement. Nat Lubash_ studies 
the literature sent out by manufac- 
turers of paint and also reads very 
carefully the advertisements they 
run in magazines, trade journals and 
even in street car ads. In this way 
he feels that he gets new slants and 
detailed reasons for painting houses, 
furniture and garages. He picks up 
an occasional catch phrase used by 
the makers of the brands he handles 
and in every way possible conforms 
to the national publicity given these 
lines. 

In explaining the way he gathers 
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data for his ads in almost an apolo- 
getic yet very enthusiastic way, Lu- 
bash said: “You know, I am just a 
‘bug’ on advertising, and I keep my 
eyes open all the time for new ideas 
that will help increase my sales. I’m 
strong for having our name on every 
piece of wrapping paper that leaves 
the store and recently I have been 
distributing a blotter that looks like 
a bank book with protruding checks 
ready for deposit. This blotter makes 
a very quick appeal and looks enough 
like the real thing to fool a person 
at the first glance. 

“And if you have noticed my win- 
dows,” he continued, “you will re- 
member that I change them each 
week. If my advertising copy is on 
mops the window will be trimmed 
accordingly. Being partial to paint 
I always reserve my right-hand win- 
dow for paint and I believe the pub- 
lic have become accustomed to look 
there for painting suggestions. My 
show card writer confers with me 
each week and makes up the cards 
to order.” 

The local papers have co-operated 
very helpfully with ‘Lubash in 
spreading general paint propaganda. 
He has been writing brief editorials 
on painting up the house for the 
spring, on painting up the inside 
and on restaining and revarnishing 
furniture. He has delved in books 
that give the geneology of painting, 


‘and then condenses the story into a 


few paragraphs that are interesting 
enough to be published. The local 
editors consider Lubash as a con- 
tributor and are always glad to give 
space to his copy for he never 
brings his own store into the story, 
but the propaganding effect is help- 
ing to sell paint and the papers feel 
that it is helpful to all the paint 
dealers in the town. 

One paper went so far as to de- 
vote a page to spring painting. Lu- 
bash furnished a few paragraphs on 
the necessity of care in mixing 
paints ending with the advice that 
some of the experts in paint mixing 
whose ads appeared on the same 
page be consulted. The paper found 
no difficulty in filling the rest of the 
page with the ads of local paint 
dealers. 

Lubash found that people would 
buy paint but hesitated on the pur- 
chase of a brush saying that there 
were some old ones around the 
house or that the brush could be got- 
ten later if necessary. So he thought 
out a plan to sell brushes with paint, 
particularly on one can sales. It 
was with that thought in mind that 
he brought out the announcements otf 


(Continued on page 120) 














Tariff Tinkers Planning Retroactive Duties 


New Scheme to Head Off Anticipatory Importations—Treasury 
Studying Sales Tax Bills—Trade Commission Again Active 


WASHINGTON, April 11, 1921. 

MPORTERS in all lines will be 
i] treated to a sensational surprise 

sometime during the beautiful 
month of May if a project now being 
urged upon the Ways and Means Com- 
mittee by several of its most promi- 
nent members is adopted. This plan, 
which is the most revolutionary ever 
suggested in connection with a compre- 
hensive revision of the tariff, proposes 
nothing less than that the new rates 
of duty embodied in the revision bill, 
upon which the Ways and Means Com- 
mittee is now working, shall become ef- 
fective upon the date upon which the 
bill is reported to the House and made 
public, instead of upon the date of its 
final passage and approval by the 
President. 

Stating the case a little more accu- 
rately, the rates that are to become ef- 
fective when the bill is reported to the 
House will be the rates that are ulti- 
mately retained in the bill when it 
finally becomes a law, which rates may 
vary somewhat from those proposed by 
the Ways and Means Committee, as 
the views of the Senate have to be con- 
sidered. The significant fact, however, 
is that Congress may attempt to levy 
retroactively the rates of the new tariff 
for the purpose of heading off the 
heavy anticipatory importations which 
it is believed will be made for the pur- 
pose of saving the difference between 
the rates of duty provided by the pres- 
ent law and those of the new schedules. 


Would Pass Joint Resolution 


While the legislative machinery for 
working out this novel project has not 
yet been perfected, the champions of 
the innovation suggest that it can be 


By W. L. CROUNSE 


put through by the passage of a joint 
resolution immediately after the re- 
porting of the new tariff bill to the 
House by the Ways and Means Com- 
mittee. The resolution would provide 
for the abrogation of the rates of the 
existing tariff law and for the suspen- 
sion of the liquidation of duties on im- 
ported merchandise until the passage 
of the new tariff law, when liquidation 
wou!'d be completed on the basis of the 
new rates. 

To say that this would be rough on 
the importers is to put it mildly, but of 
course Congress does not intend to re- 
vise the tariff in the interest of the im- 
porters. It is thinking only of the 
American manufacturer, the horny- 
handed son of toil and the United 
States Treasury. The importers, to all 
intents and purposes are the resident 
representatives of alien producers. 

If this plan is put through—and it 
was originally suggested to the Ways 
and Means Committee by no less an 
authority than the chairman of the 
United States Tariff Commission—it 
will be impossible to fix definitely the 
price at which merchandise, imported 
after the new tariff bill is reported to 
the House, should be sold by importers 
or jobbers until the new law is finally 
placed on the statute books. Presum- 
ably, in the meantime, a good deal of 
this merchandise will have to be dis- 
posed of to retailers and sold to con- 
sumers. Importers will have to pay 
the Government the estimated duties on 
their importations, giving a bond for 
any increase that may finally be found 
to be due, and in selling to jobbers and 
retailers, will have to protect them- 
selves either by an advance in prices 
that will cover any possible increase of 
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duty, or by taking bonds from the job- 
bers or retailers to whom they sell 
their wares. 

Importers Will Be at Sea 

This will mean that for several 
months importers will not know exactly 
where they stand. It will also mean 
that all current entries of dutiable mer- 
chandise made after the new tariff bill 
is reported to the House will be held 
open and not finally settled until the 
new tariff law is approved by the 
President. 

Of course, the chief argument in 
favor of this plan is to be found in the 
desire of Congress and the Administra- 
tion to get as much revenue as possible 
out of the forthcoming revision of the 
Underwood-Simmons schedules. It goes 
without saying that unless this project 
—which is known as “ad interim” leg- 
islation—is adopted, every importing 
interest, anticipating higher rates of 
duty, will bring in as much merchan- 
dise as can be paid for, and, judging 
by past experience, it is to be assumed 
that these anticipatory importations 
would embrace at least a year’s supply 
of foreign goods of practically every 
description. This would mean that for 
at least a year after the taking effect 
of the new tariff law the customs rev- 
enues, instead of showing an increase 
of something like three hundred million 
dollars, as estimated by Chairman 
Fordney of the Ways and Means Com- 
mittee, would probably show an actual! 
decrease, because of the slump in im- 
portations that would follow the taking 
effect of the new law. 

Will Affect Farmers’ Tariff Bill 


Should the ad interim plan go 
through, it would have a curious effect 
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upon the farmers’ relief tariff bill 
which the leaders are planning to jam 
through Congress during the coming 
fortnight. The rates of this bill are 
designed to remain in force for six 
months, or until superseded by the 
rates of the new permanent tariff. But 
if, as the result of the passage of the 
proposed ad interim resolution, the 
rates of the permanent tariff are to be- 
come effective when the bill is reported 
from the Ways and Means Committee, 
the farmers’ relief measure will be su- 
perseded by the permanent tariff within 
a week or two after its passage by 
Congress. 

To relieve this situation the leaders 
will probably seek to make the rates 
on farm produce in the permanent 
tariff law at least as high as those in 
the farmers’ emergency measure. This 
will not be possible in all cases as prac- 
tically all the Democrats and a very 
substantial contingent of the Republi- 
cans are opposed to certain high duties 
on food products embodied in the farm- 
ers’ relief bill because of their effect 
upon the cost of living. 

Whatever the outcome of this extra- 
ordinary episode, even the most blasé 
observer of congressional affairs must 
admit that the new Congress starts off 
with some exceedingly interesting pos- 
sibilities ahead of it. 

Mellon Studies Sales Tax Bills 

Secretary of the Treasury Mellon 
and half a score of tax experts of the 
Treasury Department have spent much 
time during the past week considering 
a draft of a gross sales tax bill which 
has been framed by Chairman Fordney 
of the Ways and Means Committee, 
and Senator Smoot, one of the leading 
members of the Senate Finance Com- 
nm:ittee. Secretary Mellon is very anx- 
icus to obtain data that will enable him 
to decide whether the proposed sales 
tax law will raise sufficient revenue to 
justify its adoption as a substitute for 
the excess profits tax. 

Senator Smoot has held several con- 
ferences with Secretary Mellon during 
the week and has gone carefully over 
the first draft of the sales tax bill. The 
new secretary is very conservative and 
has carefully avoided committing him- 
self concerning this taxing device but 
frankly declares that he is much inter- 
ested in the measure chiefly because it 
promises to lighten the tax burdens of 
those who are carrying more than their 
fair share of the load, without deplet- 
ing the national revenues. 

Many Favor Plan 

A large number of bankers, manu- 
facturers, jobbers, and retailers in all 
sections of the country have united in 
a symposium of views favorable to a 
sales tax and these opinions have been 
transmitted to Secretary Mellon for his 
consideration. The adoption of the tax 
is urged by these business men as the 
“best and most feasible substitute for 
the excess profits tax.” 

Senator Smoot is naturally enthusi- 
astic in discussing this project. As the 
daddy of the sales tax, his name prom- 
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ises to be a household word if Congress 
finally decides to adopt his measure. 

“T believe a sales tax of one-half of 
one per cent levied on all sales will 
yield annually at least $1,250,000,000,” 
says Senator Smoot. “This amount is 
much more than the excess profits tax is 
now producing. 

“Seores of organizations of business 
men are strongly in favor of this plan 
and public sentiment behind it is grow- 
ing daily. 

“It will not only distribute the tax- 
burden more equitably but the tax will 
be so small and so fairly levied that no 
one will try to evade it.” 


Houston on Business Outlook 


J}ORMER Secretary Houston, who 

was in turn at the head of the De- 
partment of Agriculture and the Treas- 
ury Department, has prepared an in- 
teresting analysis of a survey of the 
business field throughout the United 
States recently compiled by one of the 
big trust companies of Baltimore. 
Farmers, bankers, manufacturers and 
public officials in every State were re- 
quested to answer 36 searching ques- 
tions designed to develop the exact 
truth regarding local business condi- 
tions. 

“The survey,” said Mr. Houston, “in- 
dicates that the business world is stil] 
feeling its way, but with increasing 
confidence and conviction that the worst 
has passed. The country has success- 
fully borne the strain caused by a most 
notable drop in prices, particularly of 
a vast volume of raw materials, and 
has weathered a trying period of liqui- 
dation, 

“The demand for finished products 
has not developed to the point where 
our factories feel justified in taking the 
requisite quantity of our surplus raw 
materials to furnish the necessary re- 
lief to their producers; but there are 
some indications of a change in this 
direction. 

“This survey clearly points to cer- 
tain favorable domestic conditjons. The 
cost of living has appreciably dimin- 
ished. Building operations in a num- 
ber of districts tend to increase. There 
have recently been no strikes of conse- 
quence. 

“Greater productivity of labor per 
man is reported from all districts. Raw 
materials are plentiful, and physical 
transportation conditions are good. 
There have been no business failures 
of moment. The crop outlook is satis- 
factory and the banking situation has 
improved. 


Conditions Steadily Improving 


“The country is better off to-day titan 
it was three months ago, and manu- 
facturers in growing numbers are plan- 
ning definite production schedules. In- 
formation from other quarters than 
this survey indicates that the automo- 
bile industry and some textile lines are 
picking up now. But the public is stil] 
restricting its buying and probably will 
continue to purchase cautiously until 
retail price reductions become more 
nearly equal to the reduction in manu- 
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facturers’ and wholesalers’ prices. 

“The maintenance by retailers of a 
relatively high price level has been 
perhaps the chief stumbling block to 
quickened industrial activity. The 
great cut in producers’ and wholesalers’ 
prices last summer and fall was not 
followed by proportionate reductions in 
the prices to consumers. It is apparent 
that we are approaching the point 
where many manufacturers can get ma- 
terials at prices they can afford to pay 
and with lower wages and more effi- 
cient labor they can furnish goods at a 
cost within the consumers’ reach. 

“An appreciable reduction in wages 
is notetkin every section and in virtu- 
ally nar ae industry. The fact 
that savings accounts have increased in 
the industrial sections, however, would 
seem to indicate that in such districts 
wage and salary reductions have not 
been as great as the reductions in the 
prices of commodities and that, there- 
fore, fortunately, the decrease in wages 
has not necessitated a lowering of the 
standard of living. 

“The credit situation is improved. 
Interest rates range from 6 to 8 per 
cent for the country as a whole, but 
banking funds are reported available 
for every section except the South and 
Rocky Mountain regions.” 

New Comptroller Is Optimistic 


The bottom of the current price de- 
cline has been reached, says D. R. 
Crissinger, the newly appointed comp- 
troller of the currency. All that is 
needed to bring on rapid improvement 
in a number of industries is a very 
slight buying movement. 

The minute buying starts, the comp- 
troller believes, there will be a rush of 
orders from those who want to take 
advantage of the low prices, just as 
there was a rush of selling orders a 
year ago, when speculators and whole 
salers suddenly realized that the peak 
of prices had been reached and all tried 
to sell at the top. This selling wave 
sent prices tumbling down. Just as the 
upward price trend went too far in 
most commodities, the comptroller 
thinks, the price pendulum ‘has now 
swung too far in the opposite direction. 

“I believe we are just about at the 
turning point,” Mr. Crissinger says, 
“and that we shall soon see goods mov- 
ing more rapidly and higher prices pre- 
vailing for many of the articles which 
we are now selling so far out of line. 

“Now is the time to buy, particularly 
those commodities which suffered the 
greatest drop in prices. It is evident 
that many of these cannot go much 
lower, and it is certain that when the 
inevitable upward movement starts, 
these will rise much more rapidly than 
others which have not showed the same 
shrinkage in values. 

“The general business _ situation 
throughout the country is fundamental- 
ly sound. Despite the very marked 
shrinkage in values, the banks of the 
country have met the strain without a 
tremor, and, taken as a whole, are to- 
day in an exceptionally strong position. 
This is strikingly illustrated in the re- 
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serve ratio of the Federal Reserve 
banks during the past eight months. 

“Of course, some of the banks in the 
agricultural districts of the South and 
West are pretty well loaned up, due to 
the inability of the farmers to market 
their crops, and probably will have to 
carry these loans for some time yet. 
The condition requires patience on the 
part of the banks, but I am confident 
that it will be worked out satisfac- 
torily. 

“It is not due to any fault on the 
part of either the bankers or their pa- 
trons but to conditions over which 
neither had any control. These crops 
will be gradually sold and the loans 
will be liquidated.” 


Trade Commission in State of Eruption 


The Federal Trade Commission has 
broken out in several new places within 
the past few days. Citations issued by 
the commission cover a number of com- 
plaints, some of which present novel 
issues so far as the commission is con- 
cerned. 

Not content with taking a licking in 
a number of cases in which the com- 
mission has assailed manufacturers 
and dealers for maintaining prices, an 
order has been issued charging a well- 
known manufacturer of toilet articles 
with unfair competition. This concern 
is cited “to make answer with respect 
to its policy of fixing and maintaining 
standard prices at which its commodi- 
ties are sold.” 

The complaint alleges that this man- 
ufacturer “contracts with wholesalers 
and retailers to maintain his prices in 
consideration of certain extra bonuses 
or discounts.” Prospective customers 
who will not give written assurances 
that the company’s prices will be main- 
tained are refused shipments, according 
to the complaint. 

“The effect of the price-maintenance 
system,” the complaint avers, “is to se- 
cure to the price-fixer the trade of the 
retailers to the prejudice of manufac- 
turers who do not fix resale prices. It 
also eliminates competition in prices 
among retailers and enhances prices to 
the public.” 

The Supreme Court has held that 
written contracts for the maintenance 
of resale prices are invalid, but it has 
confirmed the right of the manufac- 
turer to refuse to sell goods to dealers 
who cut fixed prices. The outcome of 
the new case before the commission 
will doubtless depend upon the exact 
form of the so-called contract referred 
to in this complaint. 
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The Trade Commission is anxious to 
have a finger in the pie now being com- 
pounded by the congressional cooks at 
the Capitol in which the marking of 
goods to show the country of origin 
promises to be a factor of great inter- 
est. The commission, however, has 
chosen a short cut and evidently hopes 
to beat Congress to a decision on a 
very broad basis. 

Will Enforce Country-of-Origin 
Marking 

It has, therefore, filed a complaint 
of unfair competition against a New 
York manufacturer engaged in selling 
clocks in interstate commerce. “This 
company,” the commission declares, 
“uses misleading brands or labels” on 
its wares. 

The gist of the complaint is that on 
the dials of the brand known as “White 
House” clocks the company uses the 
words “Made in U. S. A.,” conveying 
the impression that the clocks are made 
in the United States, while on the 
works of the clocks, which are inside 
and not exposed to view, are engraved 
the words “Made in Wurtemburg,” 
meaning that the works are made in 
the city of Wurtemburg, Germany. 

“The company is granted thirty 
days,” says the commission, “to file 
answer to the averment that the labels 
used on the dial to create the impres- 
sion that the clocks are made in the 
United States are false and misleading, 
and deceive the public and enable the 
respondent to sell its clocks as Ameri- 
can-made when the works, the princi- 
pal parts, were made in Germany and 
are alleged to be of a cheaper grade 
and less value than similar works real- 
ly made in America.” 

Tying Contracts Are “Unfair” 

In another case the Trade Commis- 
sion has filed a complaint against a 
well-known electrical manufacturing 
company in Chicago, charging that cer- 
tain tying contracts, which it seeks to 
enforce, are unfair competition. The 
tying feature of the contract, to which 
the complaint is directed, provides that 
customers of this manufacturer agree 
not to solicit orders for or to sell goods 
of any kind or character that will com- 
pete with the goods of the manufac- 
turer in question. 

It further appears that this manu- 
facturer allows a discount of 10 per 
cent to those of its customers who 
faithfully perform this contract and 
refrain from handling competing lines 
of goods. This practice, the commis- 
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sion asserts, tends to lessen competi- 
tion. 


More Economical Distribution Sought 


The complaint is also directed to the 
company’s system of fixing prices at 
which its appliances are sold upon con- 
dition that its customers will maintain 
such prices. 

The Chamber of Commerce of the 
United States is making elaborate 
plans for the coming convention at At- 
lantiec City, April 27-29. Scores of im- 
portant business problems will be can- 
vassed, and the attendance promises te 
exceed that of any previous gathering 
of the chamber’s members. 

Methods of bringing about more eco- 
nomical distribution of merchandise 
will be discussed at a special group 
meeting to be held during the conven- 
tion. Referring to this subject, Alvin 
E Dodd, manager of the Chamber’s 
Domestic Distribution Department, said 
to-day: 

“Of all the distribution problems, the 
one that has an immediate interest to 
every distributor is the probable trend 
of prices. In this connection, it is in- 
teresting to compare the Civil War 
period with present conditions. 


Prices Declined for Thirty Years 


“After the first violent fall in prices 
following the Civil War there was a 
gradual decline for nearly thirty years. 
Study and discussion of this situation 
will undoubtedly - contribute toward 
making clearer the way in which 
American business may proceed upon 
the readjustment now taking place. 

“Better marketing facilities is a 
phase of distribution which will be 
given considerable attention. Experi- 
ence has shown that substantial econo- 
mies can be effected through improved 
means of marketing and by making 
greater use of the warehouse. 

“More careful scrutiny of credits 
will continue to force quicker turnovers 
and an inereased number of sales, For- 
tunately for business at large, this 
brings with it a train of economies 
which, while not wholly welcome now 
or at any other time, are certain to be 
of continuing benefit. 

“Not the least of these is a more 
careful buying to avoid the possibility 
of overstocking and this in turn auto- 
matically will result in fresher stocks, 
more attractive to the consumer. In- 
deed, the subject of distribution is so 
broad that it is somewhat difficult to 
draw a line beyond which these econo- 
mies may not extend.” 


In the Very Next Issue of Hardware Age 


Every conceivable angle of the automobile accessory business will be covered in the 
big Automobile Accessory Number, April 21. It is important for every hardware dealer in 
the United States to read and remember the many excellent ideas that will be presented. 
Be prepared for a business treat! 
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A Table for Wire Cloth Prices 


Making It Easy for the Salesmen to 
Handle Wire in the Hardware Store 
By GEORGE TOLLEY 


Underhill, Clinch & Co., New York. 


wire cloth by the square foot or 
by the lineal foot? 

This is a question that has come 
to my mind frequently when I see a 
dealer cut a piece of wire cloth. 
Wire cloth makers furnish a sched- 
ule showing the number of square 
feet in cut pieces of various widths, 
but most cut pieces show the square 
feet with fractions which are 


1 it easier to sell cut pieces of 
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troublesome. Some of these sched- 
ules print the number of square feet 
in 1) 2; 8:8) 5; 6; 7; 8; 9, 10 Se0t 
lengths, then jump to twenty feet. 


WIRE CLOTH SCALE 
Showing prices per lineal foot equivalent to 3, 314, 4, 414, 5, 514 and 6 
cents per square foot 


GREEN Bay, Wis—The Johnson- 
Lally Hardware Co., owners of a hard- 
ware business here, requests catalogs 
on bathroom fixtures, bicycles, build- 
ers’ hardware, building paper, churns, 
crockery and glassware, cutlery, elec- 
trical household specialties, flashlights, 
fishing tackle, garage hardware, ham- 


If 17 feet are cut it is necessary to 
add the schedule square feet for a 
piece of 10 feet and of 7 feet to get 
the correct number of square feet 
in a piece 17 feet long. 

In preparing the accompanying 
table I have endeavored to give the 
dealer a schedule that will readily 
advise how much to charge per lineal 
foot for any width from 18 to 48 
inches, at prices equivalent to 3, 314, 
4, 414, 5, 514 and 6 cents per square 
foct. 

A little familiarity with the table 
will demonstrate its simplicity. For 
instance, if a dealer wishes to sell 
black cloth at 4 cents per square foot 
and he is cutting a piece 28 inches 
wide, 28 feet long, he has but to fol- 
low under column “4” te the width 
28 inches, and he can safely charge 
9 4/10 cents or 914 cents per lineal 
foot. 

I called on a large retail dealer 
the other day to learn how he fig- 
ured cut pieces of wire cloth, and I 
was shown a scale of prices very 
much like the scale I had prepared. 
I asked him how long he had used 
this scale and was told about a week. 
Ten days before I had sent him a 
copy of my scale, and it was gratify- 
ing to observe that he had so quick- 
ly recognized the merits of a scale of 
this kind as a time, patience and 
money-saver for his salesmen. 
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mocks and tents, heating stoves, heavy 
hardware, home _ barbers’ _ supplies, 
kitchen housefurnishings, mechanics’ 
tools, paints, oils, varnishes and glass, 
prepared roofing, refrigerators, shelf 
hardware, silverware, stoves and 
ranges, toys and games, washing ma- 
chines and wheel toys. 
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C. L. Smith at El Paso 


C. L. Smith, formerly sales manager 
in Cincinnati for the Vanadium Alloy 
Steel Co., has been made sales manager 
of the Moore Iron Works, Inc., El Paso, 
Texas. 

Charley Smith, as he is familiarly 
known to his many friends in the trade, 
was for about nine years a member of 
the editorial staffs of HARDWARE AGE 
and Iron Age. Most of this period was 
spent as editoria! 
representative in 
Cincinnati, where 
he leaves a host 
of friends. He 
was a charter 
member of the 
Cincinnati Hard- 
ware Guild, and 
a regular attend-- 
ant at the Ohio 
Retail Hardware 
conventions, Pre- 
vious to his con- 
nection with The 
Iron Age he had 
considerable  ex- 
perience in con- 
nection with ex- 
port trade. 

In 1919 he resigned his editorial po- 
sition to accept that of district sales 
manager for the Vanadium Alloy Steel 
Co., a position which he held with credit 
to himself and the company. A rather 
severe illness caused him to resign this 
position a few months ago and move 
to El Paso where he speedily regained 
his health. 

The Moore Iron Works, Inc., is to 
be congratulated on securing the serv- 
ices of Charles L. Smith. 


C. L. Smith 


Brushing Up on Brushes 


(Continued from page 89) 
resulted in orders. Sales of radiator 
brushes and brushes for wire wheels 
for automobiles were particularly 
stimulated by the display. 

The window display brought out 
the fact that very good business can 
be developed in various lines of 
brushes that are not generally known 
to the average housewife, provided 
these brushes are called to her atten- 
tion. This little talk on household 
brushes need not be put on a woman’s 
page as they might do in the daily 
newspapers, for the education of men 
on different types of brushes will help 
sales. For example, one of Potter’s 
men customers, on seeing a large 
street brush in the window display 
exclaimed, “Why, that is just what I 
want for cleaning up my cellar, which 
is all mussed up from the overflow of 
the sewer,” and the sale of a street 
brush was rung up on the cash 
register. 


SEALY, Tex.—B. Andreas, successor 
to F. Westerman, requests catalogs on 
a general line of hardware. 
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The Store That Gets My Business 


By FRANK H. WILLIAMS 


T is well lighted, neat and attrac- 

tive. 

Its show cases are always immacu- 
late, always free from dust and the 
glas is always polished. 

The goods displayed in the show 
cases, on the counters and in various 
other ways about the store, always 
look fresh and new and up to date. 

The salespeople are always kindly 
and courteous and know what they 
are talking about. 

The store is definitely mapped out. 
A certain section is devoted to house- 
hold goods, another section to build- 
ing materials, another section to 
sporting goods and fishing tackle, 
and so on. This gives an orderly 
appearance to the store and keeps 
me from getting. confused by rush- 
ing from one part of the store to an- 
other for goods that are in the same 
line. 

There is a phonograph department 
in the store and an invitation is ex- 
tended to me, by signs everywhere 
visible about the store, to rest a 
while in this department and enjoy 
some of the latest selections. I al- 
ways do this, and find it pleasant, 
and I notice that a number of other 
people do the same thing. ; 

The store also handles paint, and 
it is not afraid to use paint for the 
purpose of brightening up the in- 
terior of the store and giving greater 
freshness to the show windows, etc. 
Of course, I always have more faith 
in a store which shows its belief in 
the goods it is selling by using these 
goods extensively itself. 

The store always has something 
interesting and novel to gain and 
hold my attention. For instance, 
during spring time it has on display 
a collection of photographs of the 
new homes for which it has supplied 
building materials or fixtures. The 
location of these homes and the 
names of the owners is given witn 
each picture and this, too, adds to 
my interest in the photos. 


Civic Interest 


‘The store is a firm believer in 
home-town progress and its execu- 
tives and salespeople are leaders in 
local doings. One of its executives 
belongs to the Rotary Club, another 
belongs to the Kiwanis Club, all of 
its employees and executives belong 
to the Chamber of Commerce, and 
so on. This makes me feel that the 
store is a live-wire proposition and 
that because it is so deeply interested 
in local progress it will be much 


more apt to sympathize with my own 
schemes for bettering my own home, 
ete. 

The store always has an interest- 
ing window display and also changes 
these displays frequently. Almost 
every time I go past the store or 
enter it to purchase goods I find a 
new display on view in the show 
windows and I am always forced to 
stop and look by reason of the in- 
terest of these displays. 

There is never any confusion about 
prices in this store. The salespeople 
have plenty of records from which 
they can obtain prices, and there is 
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never any delay owing to confusion 
or lack of knowledge on the part of 
the salespeople on this particular 
point. 

The ‘store’s delivery service is 
prompt and efficient. I have yet to 
have any deliveries from this store 
“balled up” or delayed until I be- 
come so annoyed that I call the store 
up and then call it down for the non- 
arrival of my purchases, 

The salespeople seem to regard me 
as a friend instead of merely as a 
customer, and this is true, too, of 
the store executives. And, naturally, 
this makes me regard the store as a 
friend instead of merely as a place 
in which to buy goods. 

This is the sort of a store in which 
[-like to purchase hardware. 





Sizing Up To-day’s Market 


By EK. D. EpDpy 


UITE a lot of people are calling 
to-day a buyer’s market. 

From some of the efforts being 
made to sell goods and from some of 
the prices quoted the idea seems to 
be something more than a mere sus- 
picion. 

And with this idea of a buyers’ 
market the thought is conveyed that 
said buyer is seated in a particu- 
larly advantageous and strategic po- 
sition. 

We might as well agree on that, 
too! 

But with this position of advan- 
tage which the buyer is admitted to 
be now enjoying, there’s a com- 
panion idea which doesn’t sit so well 
nor help in the present situation. 

When you bear somebody talking 
about this buyers’ market you’re 
pretty sure to hear, somewhere 
along in the conversation, a gleeful 
remark which seems to imply a sort 
of wicked satisfaction over the op- 
portunity afforded to pan the seller. 

Not an unnatural tendency per- 
haps, after some of the things which 
occurred between 1916 and 1920 in- 
clusive. 

There were some sinners among 
the sellers during that hectic period 
when the dealer took what he could 
get when he could get it and at the 
price in effect when the goods were 
shipped. 

(May we not say here and paren- 
thetically that we seem to recall 
some retailers who “passed it on” 
with handsome interest?) 

There are some wounds 
take a long time to heal. 

But there are times for this 
“tooth for a tooth” stuff and just 


which 


now perhaps isn’t the time. 

No one can quarrel with the need 
for wisdom in buying when the mar- 
ket’s slipping but just now, with 
business conditions somewhat pe- 
culiar, may it not be suggested that 
purchasing be freed from anything 
savoring of resentment, revenge or 
vindictiveness? 

Rather isn’t this a time for sen- 
sible cooperation between buyer and 
seller? 

And especially true as between the 
dealer and the individual salesmen 
who call upon him? 

All of us can recall the frequent 
instances where the salesman did us 
special service during the days when 
goods were hard to get at any price. 
We mustn’t forget too quickly that 
he was our connecting link with the 
house. Many’s the time his friendly 
note put the “hard to get” merchan- 
dise on our shelves. . 

As a matter of fact, wasn’t it only 
the occasional salesman who failed 
to serve us intelligently and well 
during those tough merchandising 
days of the war and after? 

The salesmen are to-day 
eager than ever to be helpful! 

And as for their houses—there is 
hardly a one where there isn’t the 
keenest sort of interest in devising 
ways and means to help the dealer 
get clear of his high cost inventory 
so that replacement may be made 
with new goods at deflated prices. 

And the salesmen are being re- 
lied upon to distribute these ways 
and means—and meanwhile, are 
themselves using every bit of their 
own ingenuity and cleverness to aid 
and assist the dealer in getting out 


more 
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from under; many instances of per- 
sonal service on Saturdays and even- 
ings being recently recorded. 

These are the days when we must 
use our friends; and none can be 
much more helpful and influential in 
getting our respective businesses 
through this readjustment year than 
the salesmen who serve us. 

And so, as we buy from them, 
let’s not take opportunity to make 
sarcastic and needlessly abrupt and 
acrid comments on prices and inci- 
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dents of the unnatural and exagger- 
ated times which war brought about 
and which none of us in our lifetime 
will ever see again. 

These men, these friends of ours 
are, in the main, loyal to us as well 
as to the houses they represent. We 
will get from them what we give— 
and in these times, with prices on 
the downward trend, it’ll pay to be 
more friendly than otherwise. 

Sugar is more palatable than 
vinegar! 


A Talk on Telephone Treatment 


By FRANK H. WILLIAMS 


UST as it is important that sales- 

people on the floor of the hard- 
ware store be courteous and know 
their stock, so it is essential that the 
person conversing with prospects or 
customers over the phone also be 
courteous and know his stock. The 
person who answers the phone when 
a customer calls gives that customer 
an opinion of the store’s character. 
If the person is grouchy and un- 
pleasant, then the customer thinks 
that the entire store is grouchy and 
unpleasant. But if the voice over 
the phone is kindly and pleasing then 
the customer is pretty sure to feel 
that the store itself is courteous, 
kindly and pleasing. 

There should always be an order 
pad handy to the phone so that 
phoned orders may be taken prompt- 
ly and efficiently without asking the 
customer to “Wait while I get a 
sheet of paper,” or “Wait while I 
get a pencil,” or wait for any other 
reason. 

Where a considerable quantity of 
numbers is involved in an order it is 
always best to repeat these numbers 
in order to be absolutely sure of 
their correctness. Then if there is 
any doubt about them it is best to 
send a duplicate of the order, as 
noted over the phone, to the cus- 
tomer by mail or messenger. By 
doing this some unpleasant and 
unprofitable experiences will be 
avoided. 

Price sheets and catalogs should 
also be handy to the phone so that 
prices can be given without asking 
the customer to wait while some 
other individual was asked about 
them and so that the person who an- 
swers the phone will not have to 
waste his own time and that of some 
salesperson in securing the needed 
data. 

The most important thing about 
a phoned order is to get the cus- 
tomer’s name and address correctly. 
Where mistakes are made as to 


names and addresses there is always 
sure to be trouble which is annoy- 
ing to the customer and an expensive 
proposition for the store. 


Prompt Telephone Service 


Telephone calls should always be 
answered promptly. It is never pos- 
sible to tell when the phone bell rings 
whether the person calling is a cus- 
tomer or some one else. But on the 
chance that he is a customer it is up 
to the store to answer the phone 
quickly because delays always annoy 
customers, whether these delays are 
in being waited upon in the store or 
in getting phone calls answered. 
And it must be remembered that 
while a salesperson can smile at a 
waiting customer in the store and 
thus indicate that the customer is 
being thought of and will be waited 
upon as soon as possible, there is no 
chance of doing anything like this 
over the phone, and so the only thing 
to do is to answer all phone calls 
just as quickly as possible. 

It is just as easy for the store to 
call up prospects and customers over 
the phone as it is for the prospects 
and customers to call up the store. 
So when there is slack business in 
the store because of weather condi- 
tions or other conditions, the store 
could keep its salespeople busy and 
get greater use out of its telephone 
by having some of the salesfolk call 
up good prospects or customers and 
tell them about special offerings in 
the store. For instance, a salesper- 
son handling fishing goods might call 
up some of his best prospects or cus- 
tomers and tell them about new ar- 
rival of artificial bait, ete And the 
salesperson handling sporting goods 
might call up secretaries or mana- 
gers of various athletic associations 
and tell them about new arrivals of 
sporting goods. In most cases such 
intensive sales promotion work as 
this would be pretty sure to get some 
definite results. 
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Coming Hardware 
Conventions 


PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., May 9, 10, 1921. C. L. 
Thompson, secretary-treasurer, Canyon, 
Tex. 


HARDWARE ASSOCIATION OF THE CARO- 
LINAS CONVENTION AND EXHIBITION, 
Greensboro, N. C., May 10, 11, 12, 13, 
1921. Headquarters, O. Henry Hotel. 
T. W. Dixon, secretary-treasurer, Char- 
lotte, N. C. 


AMERICAN HARDWARE MANUFACTUR- 
ERS’ ASSOCIATION CONVENTION, Atlantic 
City, N. J., May 11, 12, 18, 1921. Hotel 
headquarters, Marlborough-Blenheim. 
F. D. Mitchell, secretary-treasurer, 
4106 Woolworth Building, New York 
City. 


SOUTHERN HARDWARE JOBBERS’ Asso- 
CIATION CONVENTION, Atlantic City, 
N.J., May 11, 12, 18, 1921. Hotel head- 
quarters, Marlborough-Blenheim. John 
Donnan, _ secretary-treasurer, Rich- 
mond, Va. 


OLD GUARD SOUTHERN HARDWARE 
SALESMEN’S ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J., May 12, 1921. R. P. Boyd, 
secretary-treasurer, Knoxville, Tenn. 


SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, com- 
posed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibi- 
tion, Atlanta, Ga., May 17, 18, 19, 20, 
1921. Walter Harlan, secretary, 701 
Grand Theater Building Atlanta, Ga. 


METAL BRANCH OF THE NATIONAL 
HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 
3 and 4, 1921. George A. Fernley, sec- 
retary, 505 Arch Street, Philadelphia, 
Pa. 


AMERICAN IRON, STEEL AND HEAVY 
HARDWARE ASSOCIATION CONVENTION, 
Montreal, Canada, June 7, 8, 9, 1921. 
Headquarters, Windsor Hotel. A. H. 
Chamberlain, secretary-treasurer, Mar- 
bridge Building, New York City. 


MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Great Southern Hotel, Gulfport, June 
14, 15, 16, 1921. E. R. Gross, secre- 
tary, Agricultural College. 


NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Louisville, Ky., 
June 20, 21, 22, 23, 1921. Headquar- 
ters, Seelbach Hotel. Herbert P. 
Sheets, secretary, Argos, Ind. 


What Is a “Peptimist”? 


The following was received from 
William D. Biggers, Continental Co.. 
Detroit, Mich.: 

The Pessimist says: 
done.” 

The Optimist says: “Let George do 
it ” 


“It can’t be 


The Peptimist says: “By George! it 
can be done and I’ll do it!” 
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MILL, MINE and CONTRACTORS’ SUPPLIES PRICE COMPARISONS 


1914 SUS kT 4947 4918 L947 1920 4924 
Low | wien | Low | HIGH | Low | HIGH | Low | H/GH | Low | HIGH | Low | H/GH | Low |HGH |WANUARY 
Anvils. Wrought. 7 | 7h¢| gat| 9¢# | g¢ | ze | s2e| soe | 1bt | aoe] z0¢] zoel] zoel 2z0¢] use 
Barrows. Wheel Tvs. 4220 | 235 | 220 | 240 | 300 | x50 | 410 | 735 | b40 | 675 | 630 | bss | bss | 7e0 | 780 
Bars. Reinforcing ¥//0 480 440 180 4/85 | 290 290 | 450 | 280 | 300 | 225 | 275 | 235 | 450 235 
Bars. Stee/ i //0 /40 “10 | 484 | 200 | 300 | 290| 450} 280 | 290 | 235 | 270 | 235) 375 235 
Belting Balata 75-10%) 7510%| 75-10%) 7E10%| 7F/0%| 75-S%| 55-74%] 50-10%| S0%| 40-5%| 45-5%| 40% |so5~| s0~| 50-5 
Belting. Cotton 7S% | 70% | 7E/0%| 75% | 70-10%| 60% | bO%| 45%) bom) 25-5%| 35% | 20-5%650ZKN 204% IOS-S % 
Belting. Leather. 70-10% | 6010-5%| 70-10%) $010%| 50-10%| 40-5%| 50% | 40-5 % AS SLIWOSIAMNIOS LIMA SS%| JOUOW 24-55% 3010-5% 
Belting. Rubber. 75Hon| 710%) 7540n| 75:10%\ 75-10%| 705% \ 7005s) Jos| som) 45%|40-10%| 40-10%| 4os%| 35%\| sos 
Blades.Hack Saw. ‘svar ¥230 | 230 | 230 | 230 | 347 | 353 | 353 | sis | 507 | 507 | 507| 507 | 507 | 507 | 507 
Bolts. Expansion us 70% | Jo» | e0%| 70% | 80% | G0% | 80-10%| 7010%\, 7o/0r\ 701m | 75% | Jo10%| bsson| bsvox| sx 
Bolts. Ma chine SMALL 180-Z0S%| 80-20%) BF10% | 7E-/0S%| 7F:10S %| S010 10% 5010-5%) 4010%| 5010545010 S%\ 60105%| $0/0%| $0-/0%) 25:/0%| bo10% 
Bolts.S: tove GOS%\° 90% | 9010%\ 90-5%\8SH0%\| 70-5%\ 70-10%\ JFosx| 7010%\| 7o-10%\wHosn 75% TE10%\ 7510%\ 7F:/010% 
Brass Sheet 19¢ | 26¢ | /ae| 2am*| 30%*| sert| 26%*| 2bat | 26%*| 30¢ | sem*e| z7me} zoe | 250] s9¢ 
| Chucks. Drill 455% | 45-5%| 455%) 455%) 45-5%| gon | 4o%| 40% | 4on| 4on | 40% | 4on | aox | gom| aon 

Clippers Bolt 7010%| 7010% | 7010%| 70-10% | 70-10%| 7o% | b010%| 50-5%\| 50:5%| 40%\| 40%\| 40% | 4on| aonm| 4om 
Coke Foundry. conmeusvus 4452 | 490 | 150 | 264 | 230 | 438 | b00 | s3b0 | b00 | 600 | 365| b/2 | b00| 775) 450 

| Copper. Sheet. (7¢ | -23* | /94*| 28% | 30* | 42¢ Be | O4* | Wht | JSh*| 234*| SIA*| 224%) 274*| 2/Ae 
Coppers.Soldering /9¢) 27¢ | 19h#) 27¢ | 29¢ | a/¢ | 376 | ashe] 364 | aa | 26¢| 404] zs"| 20"| zane 
Cotters. Spring 190-60: Mon®s0Wos|%60-W03wb0-WNWLOVOS| 90-40% 90-40%) FF0%|WIOS% F0-25%|WIOWM FO-30%| 90-40/0% FO-20%| 90-30-10 % 
Dressing Belt axons ¥ 400 | 400 | 400 | 250 | 450 | 450 | 450 | S00 | S00 | 500 | 500 | s50 | 550 | 650 | 650 | 
Drills.Carhon. IS Ha s%\75 Wo-s%\ 7510086005) Jo» | 60%) 60% |50-5%| 60% | S0-5%| ISH S0S%| F0-5%| 50% | Fo% | 
Drivers. Screw. PERF HUE Gow | 60% | bo% | bo% | Cow | sovom| 50% | 4010%| 40-5%| 40-5%| 40 10%) 20-10%| 40.5%| JOT%| JOS% 
TEx tinguishers.Fire.3ca | £4 \%600 | 600 | sas | 778 | 700 | 750 | 700 |sos0 | 700 | 1050 | 275 | 1050 | sooo | 1080 7060 | 
Files. 90 10-5 + \80 M05 \80 Yo-S%\80 W'S | 8010.5) 7510 10% 70.10-S%| 6510% \OS10% \60-24%|60/0-5%|C010 244 60 0S%.| 60 24% 60-10 24% 
Frames, Hack Saw %c4 wor 749 | 755 ‘ 7$S | JSF | 3.00 | F00 | //3S | 13S | 1363 | 1374| 14H | [431 | (ETS | /F7S_ 
HoistsChain Jom | 0% » | 60/0%| b0104| 501054 Go10%| 40.10%) 60%! 40% | 4om| ze%| so] 25%) som 


TronPig. BasicValley | 70n |¢/2-48 | sz2/ 1773 | 1769 | 3000 | 000 | 5352 | 32.00| 3300| 2529| 3425| 3300 | 4950 g 
Jacks. Track. Barrett 75% | o-on| 7810%| 75% | 75-5%| bo%| 7oS%| bom| 50m |45-5m| S0-sm| F0%| osm! F5% 
Lead St Louis 4335 | 375 | 350 | 750 | £45 | 825 | $42h| /2.00| £70 | 7 460 445 | 250 
Metal Babbitt _*4 447s | 480 soso | 72s| 10so| 675 | 1300 | x50 | 50 | 505 | [sso | 

| Movers. Car. ATLAS 4.2400 | 2400 2400 | 2400 | 2700 | 2700 | 3000 | 3000 36.00 shoo | 4g¢ 
| Nails. Common Wire 4/55 | ISS 2/0 | 185 | 300 | 300 | 400 | 350 525 9 | 325 
| Nuts Cold Punched. FFUSTI¢ 629 | £50 4#80°| 480 | 270 | 295 | 150 | 225 20 ‘| 32 5 | z2zs | 250 | s00W) 
| Pa | Paper. Sand Jon | Jo % | Fon | sos0m 1S 5%| 165% | Jon | /o-5%| 30%om t0-10%| oo" 201/0%\| 2080 | 
| Petroleum. Penna Ref 4/45 | 250 225 | 225 205 | 375 | 375 | 400 | a25 : b/0 
Picks & Mattocks 80 10-10%\80/0-10%.|80 80-10%) 750% OS %|40-10:5% G0d0%| 30-10%) 300% 3000: | 0 on| don 
Pipe. Steel BLK 767 | sas /94 | 204 325 | $26 | 427 | 444 | 393 793 | 393 
[Rivets Boiler. 4/35 | 130 25s | 2355 535 | 450 | 475 | 740 
Rivets. Structural #740 | /50 22s | 225 g25 | 490 | #65 | 230 
Rope. Manila. we | 13 s3¢ | sae a¢| aza0| 2/40] aae | 27h6 
Screws.Cap 0-10 5% \ BHO TE S\80 10-5% \ 700% \ 70-10-74 60-24 %\ $2 | 0% |s0108m SO% [bose 
| Screws Jack. Bom | ion | om | Wim | 76% |6S-S%| 65% | Fm | FE%| FOm | bO% 


| Screws. Machine 520-0 24NBSLO LARS L0 24M as HOS «QSOS »| 75-40% |70108~| 25A/0%| 75-/0%| 80 05% 
Screws. Set. 25 10m Velo S\a5-10n | 7¢-%0n| 70% er24 030%) sox |s0%0n| son | osm |6s70% n| O5om 
Sheets. Black "28 /80 (80 \ 250 | 2% | sr 43S | $00 5 | 45s 
Sheets BlueAn/d “0 JIS jg0 | 225.) 275 FaAe 39S | 435 | 50° 
Sheets. Galva. 2os 2as | $00 foo 1b. 60s | 650 
Shovels Dirt za aK 688 Zee | 668 : | 32 U9O| (4.75 
Solder 40/60 4420 4§00 | 4£02 | 2737 iz B/S | 4883 
| Serkes. Boat 7so0 | 170 | 442% | 227h | 227% £25 | $25 
| Sorkes. RR /40 | 490 | sas | 2/0 390 | 450 
| Stee/ JToo/ 4¢ se |. se | one é¢ or Wit | so we 
Tubing. Brass 77m¢ | 33¢ | s74¢| 330 sehe| age | ark4| a9 | 27¢ 2st 
| Tubing. Copper 22¢| sae | 22 | sae | 54 | 4940] 39¢ | 4946) zat | a2 | 28¢ | 37A%| 26¢ | g2e | 25 
Vises. 4 ses. Blacksmith 1510244 b0-Vow\75:024,. 4 60-40) 60-10% 50-10%) 4010%| 30% | Jom | 20% | 30% | 20% | 25% | 20% | 20% 
Wa she shers. Wrou ght WILST| 00 | Zbo 79S \ 730 730 | S75 | 600 | 300 | 300 | 250 | 475 | 400 475 | 225 400 
|Wheels Emery BS% | BS% | GF% go» | 80% | Go| Gon TE-10% | 7F-10%\ XF-/0%\ TF-AV%\ CF 10YNCF10%e| 6F% 65% 
| Wool Stee/ ATCo |6ro| 6.50 | 650 | 600 | zoo | C25 | ars | 72s | aso | 775 | 775 | 775 | Gee | B00 | soo | B00 
| Wrenches Lnagineers 60 Hop \b60lor.| 6 0 Yror| 0-H0%| Saher \50he».|452/0%\ 195 V0 335 Yorm| 25-10%) 2930 % 33-10 %| 25 WI 3F5 JOM D100 S% 
| Wrenches Pipe STILLSON. 05% | G0-5% | 80-5%| 80-5% | B05%| TF5% | 70-10%| Fon | 66%%|\ 664% | 70% | 6644%| LO % IG ZEN SFIS 
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MARKET REPORTS 


on TRADE CONDITIONS 


IN HARDWARE, IRON AND STEEL, ETC. 


A REVIEW OF THE WEEK’S BUSINESS, WITH NOTES ON TENDENCIES PREVAILING IN VARIOUS TERRITORIES 














Office of HARDWARE AGE, 
239 West 39th Street, 
New York, April 11, 1921. 


ft ONDITIONS in the local market at 
A present crystallize around two out- 
standing facts. First, seasonable goods 
are essentially active with price ten- 
dencies for the most part very firm. 
Second, most all other lines of hard- 
ware are quiet, which jobbers attribute 
to the fact that present prices are no 
incentive to buyers, who anticipate re- 
ductions. 

The general expectancy that declines 
are to be made in the near future is not 
confined to dealers alone, but is enter- 
tained also by jobbers, manufacturers’ 
representatives, traveling salesmen and 
general traders. 

Garden implements, poultry netting 
and screen wire seem to hold the cen- 
ter of buying interest in New York at 
present. Shortages in the better 
grades of poultry netting and screen 
wire are daily becoming more apparent. 
Factories, however, are reported to be 
making fairly prompt deliveries as far 
as it is possible to do so. 

Jobbers interviewed during the past 
week, with some exceptions, estimate 
that collections average 30 to 90 days 
behind. 

The mood of the majority of buyers, 
both large and small, is necessarily 
conservative in view of the fact that so 
many believe implicitly that declines 
are to be expected. Business and finan- 
cial observers have taken occasion to 
point out in this connection that the 
expectation of prices being reduced is 
being over-estimated and if continued 
may work to the decided detriment of 
both the jobber and the dealer. Rumors 
have been widespread that the United 
States Steel Corporation plans for 
wage and price reductions, but the cor- 
poration apparently has formulated no 
new policy on either matter. It may 
perhaps be said that the persistency 
of these rumors indicate, to a large ex- 
tent, the present tone of mind, in the 
general market. 


Unemployment in the New York ter- © 


ritory is apparently improving, accord- 
ing to reports from reliable employ- 
ment agencies. Building operations, in 


spite of numerous adverse influences, 
are also reported to be materially in- 
creasing in this locality, especially in 
suburban districts. 
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NEW YORK 


Bolts and Nuts.—Kelatively the same 
cond.tions reported last week still hold 
true for these articles. Jobbers’ stocks 
are also reported to be materially in- 
a bit sluggish. Prices are firm. 

Jobbers’ quotations f.o.b. New York: 

Cummon Carriage Bolts—*% x 6 and 
smaller, 409 and 5 per cent: longer and 
thicker, 10 and 5 per cent; machine bolts, 
all sizes, take a discount of 40 and 5 per 
ent. Stove boits, 70 and 10 per cent; com- 
mon tire bolts, 50 per cent; sink bolts, 10 
per cent. 

tHexagon machine screws, nuts, iron, 20 
per cent. Brass, 4/32 to 8/32 in., 50 and 10 
per cent; 10/32 to 12/82 in., 40 per cent; 
14/32 ‘in., 30 per cent; Lock washers, 40 per 
cent. 

semi-finished hexagon nuts, 9/16 and 
smaller, 50 and 10 per cent; 5, and larger, 
50 and 10 per cent. Lag screws, 45 per cent. 

Toggle bolts, steel, bright finish, 50 per 
cent. 

tron 
rivets, 50 
rivets, 35 


rivets, 35 and 5 per cent; 
and 5 per cent: black tinners 
and 5 on new lst; tin tinners 
rivets, use black list plus $4.25 per 100 Ib. 

Farming Tool Handles.—Although 
the demand is not particularly active 
in this line prices are firm and stocks 
good. Dealers are only buying for 
their immediate needs. 


Jobbers’ quotations f.o.b. New York: 

Hay fork handles, bent, 5 ft., 85 plus 5 
per cent; 6 ft., $7.70 plus 5 per cent, hay 
fork handles, straight, 5 


coppel 


1 5 ft., $4.20 per doz. 
plus 5 per cent; 6 ft., $6.70 per doz. plus 5 
per cent. 

Long handle manure fork handle, $4.40 
per doz. plus 5 per cent; wooden D manure 
tork handle, $6.90 per doz. plus 5 per cent. 
Six-ft. rake handle, $6.20 per doz. plus 5 
per cent. 

Shank rake hoe handle, $3.40 per doz. plus 
5 per cent. Spade handles, $7.10 per doz. 
plus 5 per cent. Malleable D/spading fork 
handle, $5.75 plus 5 per cent. Wooden D 
spading fork handle, $6.90 plus 5 per cent. 

Farming tool handles generally are quoted 
in this section at discount plus 5 per cent. 
Pick, sledge, hammer and hatchet handles 
are quoted discount plus 5 per cent. Axe 
handies, discount plus 60 per cent. 

Galvanized Ware.—Dealers in galva- 
nized ware report that business during 
the past week was characteristic of the 
present general condition in this line. 
The first part of the week was fairly 
active and the latter part exceedingly 
dull. Prices continue firm. 

Prices to retailers f.o.b. New York. 

Galvanized sheets, No, 28-gage, is quoted 
at $6 to $6.50 per 100 Ib. 

Jobbers’ quotations f.o.b. New York: 

_ Galvanized pails, 8 qt., $2.85; 10 qt., 
$3.20; 12 qt., $3.50; 14 qt., $4; 16 qt., $4.80. 
Prices are for 1 doz. 

Galvanized wash tubs, No. 1, $13.70; No. 
2, $15.20; No. 3, $18; all per doz. 

Garden Hose and Hose Reels.—Real 
buying interest in this line has not yet 
started. Jobbers’ stocks are ample and 
they anticipate that prices for most 
grades will be quite firm for the better 
part of the season. 


108 





Jobbers’ quotations f.o.b. New York: 
Common brand, % in., 4 ply, 13 cents per 


ft. Same, wire bound, 13% cents per ft. 
Good luck brand, 6 ply, 14 cgnts per ft. 
Bull dog brand, 7 ply, 18 cents*per ft 


Jobbers’ quotations f.o.b. New York: 

Hose Reels.—For fastening to side of 
house, steel reel, iron spindle, 12 in. drum, 
$3.75 per doz. Metal hose reel, with chan- 
nel steel frame, cast iron wheels, 9 in., cor- 
rugated steel drum, enameled green and 
black, capacity 100 ft. of % in. hose, $25.60 
per doz. Metal hose reel, with tubular 
frame and tubular steel wheels, corrugated 
galvanized steel drum, enameled green, 100 
ft. capacity, $51 per doz. 

Garden Tools.—This is probably the 
most active line at the present time. 
No price changes seem to be antici- 
pated. Jobbers say that if all lines 
were as active as garden implements 
the volume of business that they would 
be doing at the present time would be 
phenomenal. 


Jobbers’ quotations f.o.b. New York 

Spading forks, 11 in. angular tines. forged 
from crucible steel, steel cap ferrule—4-tine 
malleable D handle, bronzed with strap 
ferrule, $12 per doz. Same. with wood 
handle, $15.50 per doz. Same, with wood 
handle and 6 tines, $24.20 per doz. 

Weeding hook, malleable iron, tin, enam- 
eled wood handle, $1.20 per doz., net. Same, 
three steel tines, tin, black, enameled han- 
dle, $1.35 per doz. net. Same, three hand- 
forged steel prongs, grip handle, $4.40 per 
doz. net. 

Post hole digger, blade 9 in. long, length 
5 ft., weight 10 lb., $24 per doz. net. 

Turf edger, cast steel blades, bronze fin- 
ish shank, 4% ft. handle, socket style, 
$12.03 per doz. net. Same, shank style, 
$10.85 per doz net. 

Standard tree pruners, forged steel |lade, 
with 2 in. curved cutting edge, steel draw- 
ing rod, lever handle with steel lever and 
hardwood grip, all sizes are being quoted 
at 20 per cent discount by local jobbers. 

Lopping shears, blades made from tool 
steel, 26 in. handles, $16 per doz. net. 
Ladies’ flower trowel, heavy one-piece steel 
blade, 5 in., half polished and enameled 
maroon, stained handle, $1.25 per doz. net. 

Garden trowels 6 in., tinned steel blade, 
black enameled handle, $1 per doz. net. 
Florists’ trowel, heavy solid steel, 6 -. 
hard- 


blade, half polished, riveted shank, 

wood handle, $1.75 per doz. net. Heavy 
one-piece steel, 6 in. blade, half polished, 
painted red, ebony finished handle, $4.35 


per doz. net; 6 in. solid socket forged steel, 
full polished, grip handle, $7.51 per doz. net. 

Shank hoe, riveted steel blade. assorted 
6%, 7 and 7% in., 4% ft. handle, blue 
finish, sell for $4.87 per doz. 

Same, with solid or assorted steel blades, 
6, 61%, 7, 7% and 8 in., 4% ft. handle, gold 
bronze finish, $8.43 per doz. 

Socket hoe, solid or assorted sizes, steel 
blades, 6, 64%. 7. 7% and 8 in., 414 ft. handle, 
gold bronze finish, $9.37 per doz. 

Grass Hooks.—lInterest is waxing 
stronger in this line and prices con- 
tinue firm. 


Jobbers’ quotations f.o.b. New York: 

Grass hooks, tempered steel blade. black 
and bronze finish, $3.25 per doz. English 
grass hooks, high grade steel blade, riveted 


back and tang, $6.50 per doz. net. Same 
size, larger, $7.20 per doz. net. Tempered 
steel blade, ribbed back, green enamel 


finish, black enamel handle, $4.50 per doz. 
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Long handle grass hook, crucible steel 
blade, tempered, 13 in. long, 244 in. wide, 
steel socket, ash handle, 3% ft., $8.42 per 
doz. net. 


Hammock Hooks.—Strangely enough 
these and kindred articles seem to be 
attracting quite a little interest at 
present. Ordinarily April is consid- 
ered somewhat early for any marked 
activity in essentially summer items. 


Jobbers’ quotations f.o.b. New York: 

Hammock hooks, 5/16 in., wrought iron, 
tinned to screw, 94c. per doz. Hooks, 5/16 
in., wrought iron with plate, tinned, $1.16 
per doz. 

Hose Couplings.—Stocks are ample, 
prices firm, but interest is very reti- 
cent. 

Jobbers’ quotations f.o.b. New York: 

Brass hose couplings, cast metal for 4-in. 
hose, $2 per doz. net. Same for %-in. hose, 
$2 per doz. net. Wrought metal couplings, 
%-in. hose, $2 per doz. net. Clinching hose 
coupling, solid brass, clamps and tubes, one 
piece, %-in. hose, $2.75 per doz. net. Im- 
proved brass hose connections for faucets 
% x %&-in., $2 per doz, net. 

Ice Cream Freezers.—No marked in- 
terest has as yet begun to manifest it- 
self in this line. Prices are firm and 
jobbers’ stocks are ample. 


Jobbers’ quotations f.o.b. New York: 

Arctic freezers, 1 qt., with double scrap- 
ers, $3 apiece. Same, $4 qt., $5.10 apiece. 

White Mountain freezers, duplex dasher, 
and double self-adjusting scraper, outside 
galvanized, 1 qt., $3.65 apiece. Same, 4 
qt., $13.70 apiece. 

Auto vacuum freezers are quoted at $3.35 
apiece in the 1 qt. size and the 4 qt. size 
about $6.70 apiece. 

Prices to the retailer f.o.b. New York: 

Acme freezer, 2 qt. size, $11.50 per doz.; 
4 qt. size, $20 per doz. 

Lanterns.—Little or no interest is 
being. shown in these articles at pres- 
ent, although jobbers’ stocks are now 
said to be in very good condition. 
There is a feeling among both retail- 
ers and jobbers that prices are a little 
too stiff to warrant any _ substantial 
activity. 

Jobbers’ quotations f.o.b. New York: 

Hy-Lo tin lanterns, $9.50 per doz. Victor 
tin lanterns, $9.50 per doz. Monarch tin 
lanterns, $9.50 per doz. Junior brass lan- 
terns, $18 per doz. Blizzard tin lanterns, 
$14.50 per doz. 3uckeye dash lanterns, 
$14.75 per doz. Roadster wagon lanterns, 
$18.50 per doz. De Lite lanterns, $14.50 per 
doz. Little Wizard lanterns, $11.75 per doz. 
Eureka driving lanterns plain lens, $19 
per doz. Watchmen’s mill lanterns, enamel 
finish, $25 per doz. Imperial platform lan- 
terns, $9.75 each. 


Lawn Mowers.-—Buying in this line 
is particularly conservative, so much so 
in fact that some of the local firms with 
large stocks are reported to be slightly 
apprehensive. Prices are unchanged. 


Jobbers’ quotations f.o.b. New York: 

Common lawn mower, with 8-in. open 
drive wheel and 4-blade cutter, 12-in. size, 
$7.60 apiece. Same. 14-in., $7.90 apiece. 
Same, pipe ball bearing lawn mower, with 
higher grade knife steel blades, 14-in,, 
$10.30 apiece: 16-in., $10.70 apiece. Higher 
grades ball bearing lawn mowers, 14-in. 
size, $12 apiece. 

Grass catchers to fit mowers, 
16-in., are sold at $14 per doz. 


Linseed Oil.—“Rock bottom” was 
reached during the past week in the 
linseed oil market, according to many 
of the large holders, when announce- 
ment was made of a substantial decline. 
The demand on the part of small deal- 
ers, it is said, continues very good, and 
the lower prices that are now being 
quoted stimulated more interest on the 
part of large buyers than has _ been 
manifested for some time past. 


Prices to retailers, f.o.b. New York: 
For car lots 59c. to 62c. per gal., 5 bbl. 


from 12 to 
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lots, €6c. to 67c. per gal., and for lots of 
less than 5 bbl., 70c. to 72c. per gal. Boiled 
oil is 2c. extra per gal. Double boiled oil 
is 3c. extra and oil in half bbl. is 5c. per 
gal additional. 

Nails.—The rumors that many seem 
prone to regard as a forerunner of an 
official announcement by the Steel Cor- 
poration of reduced prices have already 
affected the local nail market to a 
slight degree. It has probably caused 
the conservative buyer to be slightly 
more conservative, and the liberal to 
be influenced, to some extent, by the 
general conservative attitude, particu- 
larly among the larger buyers. 

Jobbers’ quotations f.o.b. New York 

For wire nails the prices range from $1.25 
to $5.25 base, per keg. For cut nails prices 
range from $5.50 base, per keg. 

Copper wire nails, 5 lb. to a = 3 im, 
49c. per Ilb.; 14% in., 48e. per *- / om, 
2 in:, 2% in., 3 in., 47c. per lb. Copper cut 
nails, 5 lb. boxes, 1% in., 50c. per Ib.; 2 in., 
2% in. and 3 in., 49c. per Ib 

Naval Stores.—Dominant interests in 
this market are apparently endeavoring 
to force prices down as a means of 
stimulating a more healthful and con- 
sistent activity. Large buyers, how- 
ever, are showing little more than a 
hand-to-mouth interest, and it is said 
that there have been very few large 
sales reported during the past two 
weeks. Paint and varnish manufactur- 
ers are credited with a large percentage 
of the present buying. 

Prices to retailers f.o.b. New York: 

Spirits of turpentine, yard basis, is now 
56c. to 58c. per gal. Rosin, on the basis 
of 280 Ib. to a bbl., yard basis, D grade, 
$4.90; D to K grade, $5.15; M grade, $5.90, 
and WW, $6.65. 

Pruning and Grass Shears.—Prema- 
ture interest is showing itself at the 
present time, but no very large buying 
has yet been done in this line by local 
retailers. 

Jobbers’ quotations f.o.b. New York: 

Pruning shear, cast iron, steel blades, 
coppered wire coil spring, $3.25 per doz. net. 
California pattern, tool steel blade. Volute 
tempered spring, nickel plated finish, 6 in., 
$16. Same, black finish, $11.58 per doz. net 
Same, 9 in., full polished, $17 per doz. net. 
California pattern, with ratchet butt, tem- 
pered steel blade. Volute spring. full nickel 
plated, $19 per doz. 

Grass Shears.—51: in., steel blades, 
finish, polished edge, $3.40 per doz. 
Same, trowel shank handle, tempered 
in. blade, green enamel finish, $4.25 
doz net. 


jet 
net. 
5% 


per 


Rope and Twine.—Nothing new has 
developed during the past week to in- 
crease interest among either large or 
small buyers in the local rope market. 
Prices are very firm, stocks ample, but 
buying activity is decidedly weak. 
York: 

No. 1 


3c 


Jobbers’ quotations f.o.b. New 
Manila rope, 20c. per Ib.; sisal, 
grade, 15c. per lb.:; sisal, No. 2 grade, 
per lb.; hardware grade, manila rope. lic 
per lb.; bolt rope 24ec. per 1b.; lath yarn, 
3c to 15¢c. per lb.; jute wrapping twine, 
20c. to 25c. per Ilb.; India hemp twine, 
No. 9, 15c. to 17¢c. per Ib. 


Screws.—Only a mild interest is be- 
ing shown at the present time in this 
line. Stocks are ample. It is believed 
by many that declines are probable 
within the next few months. It may 
be said that the same condition holds 
true fundamentally for all shelf hard- 
ware. 


Jobbers’ quotations f.o.b. New York: 

Wood Screws.—lIron bright, flat head. 
72% and 10 per cent; iron, bright, round 
and oval head. 70 and 10 per cent; iron, 
blued, flat head, 721% and 10 per cent; iron, 
blued, round head, 70 and 10 per cent; 


109 


brass, flat head, 65 and 10 per 

round and oval head, 63% and 10 per 
machine screws, iron, flat and round 
and 10 per cent; brass, flat and row 
and 10 per cent. 


rass, 
cent; 
60, 10 
rund, 60 


Sprayers and Sprinklers.—Little in- 
terest was shown last week in this line. 
Prices are firm. 


Jobbers’ 
Sprayers 
liquid on 
flowers, 
per doz. net 
per doz net. 

Brass, 1 qt. capacity, $12.50 per 
tin with brass tank, 1 qt. capa 
per doz.: continuous sprayer, sheet 
alleged to give uniform continuou 
on both strokes of the plunger, 
1 qt., $10.50 per doz. 
Lawn sprinkler, charcoal tin top, galvan- 
ized bottom, diameter 4% in., gold lacquer, 
$1.40 per doz. net; lawn sprinkler, 5 in. 
high, brass head, three brass arms. malle- 
able iron japanned, $17.50 per doz. 
net; sprinkler, 10-in. high, bination of 
vertical spray, coming from the perforated 
head, with streams thrown by the three 
arms, head, arms and upper stem brass, 
nickel plated, 


malleable iron ja- 
panned, $28 per doz 
Lawn sprinkler, 24 in 
and arms, malleable iron 
$27 per doz. net. 
Watering Pots. 
6 qt., $9 per 
$10.70 per doz. net 
doz. net. Same, 12 qt., $14 per d 
Wire Goods.—Poultry netting and 
screen cloth of the better grades con- 
tinue scarce. Wire yvoods are a close 
second to garden tools in the matter of 
buying activity. These two are the 
most active lines at present everywhere 
in this section. Prices are firm. 
quotations f.o.b. New Y« 
Square mesh, wire cloth, New York 
2 x 2 mesh, $5.50 per 100 sq. ft i 
$5.70 per 100 sq. ft 3.x 5 mesh 


mesh $5.7> 
per 100 sq. ft.: 4 x 4 mesh, $6 per 
$6 per 100 sq. ft 


quotations f.o.b. 
for spraying 
shrubs, 
etc., 


New York: 
paris @ 
potatoes, rose 
tin sprayer, 1 pt 
Same, 1 qt 


and 
bushes, 
capacity, $4 
capacity $5.75 


doz. net; 
$11.50 

tin, 
spray 
capacity 


sleds, 


com 


sleds, 


high. brass head 
sleds, ipanned, 
Galvanized ron, 
doz. net 

Same, 10 qt 


zine 
Same 8 qt., 
per 
t. 


roses, 
$12.35 
Z me 


Jobbers 


190 sq. ft.; 
5 X Oo mesh : 6 x 6 mesh, 
$6.50 per 100 sq. ft.; 8 x 8 mesh, $7 per 100 
sq. ft. 

For 50 lineal ft. rolls, add l5c. per 100 

Yc. per sq. ft. for widths narrowe1 
than 24 in. and wider than 48 in 

Annealed wire, galvanized in stones 
Ib. each, are quoted per 100-lb. lots at No 
16 gage, $10.50: No. 17 gage, $11; No. 18 

$11.50; No. 19 gage, $12.15: No. 20 
gage, $12.85: No. 25. $14. Same. plain, No. 
16 gage, $7.50; No. 17 gage, $8: No. 18 gage, 
$8.50: 19 gage, $9; No. 20 gage, $9.50; 
No. 24 gage, $11.50. 

Barbed wire is being quoted at 
lb. for both 3 point 4 in. and 4 
Ribbon wire is $8.75 per 100 Ib 
12 gage, is $7 per 100 lb. 

Dull galvanized screen wire, 12 
from New York stock, $3.30 per 
13 mesh, extra heavy. $5.35 pet 
Bright galvanized wire and copper edge 
(pearl wire), 12 mesh, $4.56 per 100 sq. ft.; 
14 mesh, heavy, $6 per 100 ft. Copper 
wire, 14 mesh, $10.50 per 100 s Poultry 
netting, 35 per cent New York ] 


STOCK. 

P. S.—The consensus of* opinion 
among jobbers in this section with re- 
spect to general price tendencies is that 
a lowering of prices is to be expected 
on most lines, with the exception of 
copper products, screen cloth, poultry 
netting and garden tools. Just when 
reductions may be realized is largely 
a matter for speculation and conflict- 
ing opinion. It may be worthy of men- 
tion that local jobbers in spite of their 
evident desire to increase sales, are 
frankly advising their customers to buy 
carefully on all lines, but to keep their 
stocks well assorted and ample for 
their local requirements. 


of 12 


$7 per 100 
int 6 in. 
Twist wire, 


mesh, 
109 sq. ft.; 
190 sq. ft. 


Some of the local jobbers announced 
revised prices on the following: Brass 
escutcheon pins are now quoted '% off. 
Fruit pickers, now quoted $6.50 per doz. 
Copper tacks, %g in., 50c. Ib.; “> in.. 48c. 
Ib.; % in., 47c. Ib.; % to 1'4in., 46c. Ib. 
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Office of HARDWARE AGE, 
1505 Otis Building, 
Chicago, April 7, 1921 

| NUSUALLY important market de- 

) velopments were generally ex- 
pected for announcement not later than 
to-day. Instead of such changes, the 
situation is placid and barren of any 
radical revisions. with the one out- 
standing exception — window _ glass, 
which has just slumped about twenty 
per cent. 

The trade has accepted rumors that 
sharp price reductions would be made 
on steel and wire products this week. 
Such action, at least, has been deferred 
and it is now thought there will be no 
“big news” for a period of two weeks, 
in any event. 


Some trend toward an_ enlarged 
building program is noted. Permits in 
Chicago are nearly double over two 


months ago and equally in excess of 
the corresponding period last year. The 
decline in window glass prices is fur- 
ther encouragement for building. Chi- 
cago’s first “Own Your Own Home” 
exhibit last week drew thousands of 
prospective home, builders and_ con- 
vinced material men and contractors 
that the city is on the eve of a pro- 
nounced home and apartment building 
boom. Banks announce they have am- 
ple funds for realty mortgage loans 
providing costs undergo sufficient re- 
adjustment. Most material prices have 
been adjusted and authorities say the 
only remaining bar to a building boom 
is high labor costs. Leaders are sub- 
mitting the question of a new and 
lcwer scale to the building trades union 
this week. 

General business conditions vary 
from quiet to good in this territory. 
Some retailers in Chicago are enjoying 
better business than a year ago. Others 
report no decrease. Outside the city 
reports are not quite so favorable but 
no sharp depression is noted. Hard- 
ware sales are said to be holding up 
better than those in several other mer- 
cantile lines. 

Jobbers have been making heavy 
shipments in seasonable goods for some 
weeks and stocks, in numerous lines, 
are appreciably lower. 

Unemployment is not as acute in this 
district as two weeks ago. 


Automobile Accessories.—More gen- 
eral use of “the car” stimulated by 
ideal weather conditions is reflected in 
greater activity in staple automobile 
accessory items. Tires and tubes have 
shown gains. Spark plug sales are im- 
proved. It is felt the slump has passed 
in accessories and business will continue 
good during the coming months. 

We quote from jobbers’ stocks, f.o.b. Chi- 
Reliable Jacks, No 46, $3 each, $34 
per doz De Luxe long handled standard 
jacks, $850 each; No. 1 standard jacks, 
$3.25 each: Twin cylinder foot pumps, $1.25 
each; Simplex jack, No. 36 $2.10 each; 
Stewart hand horns, $4 each; Weed chains, 
30 x 3%, $5 per pair, with 25 per cent 
off in lots of one dozen pairs and 3314 per 
cent off in lots of more than one dozen 
pairs: Rid-O-Skid chains, $2 to $2.65 per 
pair; inner tubes, red, 30 x 3%, $2.50 each: 


cago: 
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gray tubes, 30 x 3%, $2.05 each; Lyon 
bumpers, $10.25 each; Bethlehem = spark 
plugs, in lots of 100. Special type. 43c. 
each; Mica type, Bethlehem spark plugs. 
74c. each; Standard porcelain Bethiehem 
plugs, 55c. each: Hercules Giant plugs, 55c. 
to 60c. each; Hercules Junior plugs, 27c. 
to 35¢e. each; Hel-Fi standard plugs, 45c. 
to 52c. each; Hel-Fi tractor plugs, 83c. 
A. C. Cico plugs, 48¢c. each; Splitdorf 
plugs, 70c. to 78e. each; United plugs, 
junior, 40c. each; Champion X plugs, 50c. 
each; Champion O plugs, 50c. each; Cham- 
pion Heavy Duty plugs, 57c. each. 


Axes.—The item is out of season 
with no important demand or impor- 
tant developments to report. Prices 
rule about as given below: 





We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Standard quality black unhandled 
axes 3 Ibs. to 4 Ibs., $17.50 base; good 
quality black unhandled axes, same weight 
$16.59 base: handled, $3 to $6 per doz. extra 
according to grade. 

Alarm Clocks.—Recent demands have 
been stronger than usual, further 
checking the efforts of the manufactur- 
ers to overcome the long standing 
shortage. Sales have been notably 
brisk for the past two weeks. Prices 
show no signs of depression. 


Agricultural Tool Handles.—Sales 
are more than satisfactory. The sea- 
son is opening early and demand is at 
a lively point. Prices, it is said, are 
not likely to vary during the next few 
weeks. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Agricultural tool hondles, 44% X 
straight plain, $4.70; X bent, $3.90; XX 
bent, $5.35: 4% bent hayfork handle strap 
and ferrule, $7.80; 4% manure fork strap 
and ferrule, $7.80 doz. 

Builders’ Hardware.—Manufacturers 
seem to be like minded in the belief 
that it will be necessary to hold to 
present prices and that further reduc- 
tions are out of the question for 1921. 
Two declines have been taken in build- 
ers’ hardware and some prices are said 
to be lower now than justified by costs. 
While a slight pick-up in demand is 
noted in some sections, total sales are 
not pleasing, but the trend seems un- 
mistakably toward renewed building 
programs. Some men in the: building 
supply industry feel the third quarter 
will witness the liveliest demand in 
years for builders’ hardware and allied 
lines. 


Chains. — Sales of hammock and 
porch chains have shown a natural gain 
recently, while demand for picket and 
halter chains has also been good. 
Prices are the same. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago, *% in. proof coil chain, $10.50 per 100 
Ibs.; Tenso, lock link and American Weld- 
less coil chain, 45 per cent off list. 

Clipping Machines —Demand_ is 
brisk, with stocks none too large to 
care for orders. Prices show firmness. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Stewart No. 1 ball-bearing horse clip- 
per, enclosed type list, $14: top plate, $1.25: 
bottom plate $1.75: Stewart No. 9 ball- 
bearing shearing machine list. $22: horse 
clipping attachment for shearing machine 
list, $9. Discount on all above items, 25 per 
cent. 

Cutlery.—Supply has not: caught up 
with demand. Importations have been 
too limited to make any important 








April 14, 1921 





change in the situation. Domestic fac- 
tories are not equipped to make enough 
goods for domestic consumption and 
are under the further handicap of in- 
sufficient labor supply. Higher grades 
of knives and scissors are in sharp de- 
mand. Lower priced goods may be 
slightly less active but they too are 
having generally large sales movement. 
Razor cutlery is active, but the market 
is being complicated by the large of- 
ferings of Government stocks of safety 
razors at prices below the manufac- 
turer’s terms. Carving sets are some- 
what passive at this season. Silver- 
ware continues in demand. 


Eaves Trough and Conductor Pipe.— 
Building activity coupled with attrac- 
tive prices lend demand for eaves 
trough and conductor pipe. Jobbers’ 
stocks make possible prompt shipments. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 24-gage lap joint eaves trough, 5 in 
per 100 ft., $5.10; 29-gage corrugated con- 
ductor pipe, 3 in., $5.40 per 100 ft.; corru- 
gated conductor elbows, 3 in., $1.90 doz. 

Flint Paper and Cloth.—Manufactur- 
ing demand should show some pick-up 
very soon, as automobile plants are 
now operating generally. Builders and 
carpenters sales have been larger since 
March 1. Prices show no variation. 

We quote from jobbers’ stocks. f.o.b. Chi- 
cago: First quality Flint paper, No. 0, $4.50 
per ream; first quality emery cloth, No. 0 
$27 per ream. 

Files.—No change in the demand or 
prices is noted. Increased discounts 
averaging five per cent were made ef- 
fective within the past week. 

We quote from jobbers’ stocks, f.o.b. Chi 
cago: Nicholson files, 50-10 per cent ofl 
list: American files 60-5 per cent off list 
Disston files, 50-10 per cent off list; Blac! 
Diamond files, 50-5 per cent off list. 

Galvanized Ware.— Retailers are 
carrying stocks at a low ebb and show 
no tendency to buy in large quantities. 
Supply is less plentiful than a few 
weeks ago, due to heavier sales by job- 
bers and the curtailment of manufac- 
turing. Makers maintain that prices 
do not yield a reasonable profit and 
some of them are operating only a por- 
tion of their pots. Some reports indi- 
cate a livelier movement of tubs and 
pails wita an infrequent indication that 
cans are also moving better. Jobbers 
do not think there is any good reason 
for timidity in buying. 


Glass.—A decided downturn in prices 
is noted, glass having dropped 20 per 
cent, jobbers making this cut imme- 
diately upon the announcement of a 
similar decline by manufacturers. The 
change is calculated to aid the general 
movement to make building more gen- 
eral. Demand nor costs justify such a 
sharp reduction, it is said, but the mak- 
ers and jubbers are co-operating in 
every possible way to stimulate build- 
ing activity. The new prices are im- 
mediately effective. 

We quote from jobbers’ stocks, f.o.b. Chi 
eago: Single strength <A, all sizes, SI per 


cent off; single strength B. all sizes. » 
per cent off: double strength <A, all sizes 
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83 per cent off; double strength B, all sizes, 
83 per cent off; putty in 100-lb. kits, $4.75; 
commercial putty, $4.10; glaziers points 
Nos. 1, 2 and 3, one doz., 7dc. 

Hatchets.—Higher priced goods are 
not moving as freely as lower grades. 
Manufacturers say their costs do not 
encourage the hope that prices will be 
immediately lower, particularly on the 
better numbers. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 2 extra quality broad hatchets, 
$24.20 per doz.; competitive grade, $17.25 per 
doz. and up; warranted shingling hatchets, 
$17.35 per doz.; competitive forged hatchets, 
$10.25 per doz. 

Hammers.—Demand for all grades 
of hammers is improving with the ad- 
vance of the season. The prices quoted 
show no change. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 11%, first quality nail hammers, 
$15.50 doz.; regular first quality, 16 oz. nail 
hammers, $14.75 doz.; competitive grade nail 
hammers, $10.50 to $12 doz. 

Handles.—Despite expectancy that 
prices would be lower by this time, 
manufacturers say they can find no 
justification for such expectations. 
Sales are not large, buying being re- 
stricted to small quantities. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 1 hickory axe handles, $4 per 
doz.; No. 2, $3 per doz.; finest selection 
white second growth hickory axe handles, 
$6.30 per doz.; special white second growth 
hickory axe handles, $5 per doz.; No. 1 
hatchet and hammer handles, 85c. per doz.; 
second growth hickory hatchet and hammer 
handles, $1.60 per doz. 

be- 


Hose.—With manufacturers far 
hind in their orders and demand, due to 
seasonal requirements showing gains, 
the indications point to an undersupply 
of hose before the season advances 
much farther. Price tendencies seem 
to be strong. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: %-in. good quality moulded reel hose, 
16%c. ft.; %-in.. 3-ply duck hose, good 
quality, 16¢c.; %-in. 4-ply duck hose, good 
quality, 18%c. ft.; %-in., 5-ply multiple 
hose, l4e. ft. 

Lanterns.—This item is really out of 
season and sales show a decided drag. 
Prices given here are the regular list 
quotations, but it is understood that 
the leading Chicago jobber is under- 
selling by 25c. a dozen the regular list 
prices. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Monarch tin lanterns, hot blast, 
$9.50 doz.; No. 2 Dietz cold blast lanterns, 
$14.50 doz.; same with large founts, $16 
doz.; best tubular lanterns, $9.50 doz.: 


competition lanterns, No. 0, tubular, $7.80 
aoz 


Lawn Mowers.—Brisk business in 
lawn mowers is reported from various 


Office of HARDWARE AGE 
410 Unity Building, 
Boston, April 9, 1921 


NeW ENGLAND hardware _inter- 

ests were bitterly disappointed 
over developments: in the _ building 
strike situation the past week. In the 
first place it was announced the fac- 
tions involved had agreed to thrash 
out the differences before the Massa- 
chusetts Board of Conciliation and 
Arbitration, but the contractors shortly 
afterward announced they would not 
agree to arbitration inasmuch as all 
union erafts involved had not agreed 
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makers. Jobbers have noted a freer 
movement of goods for the past few 
weeks. Indications are said to favor 
a maintainence of present prices. Sales 
are expected to continue strong for 
several weeks. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 17-in. Pennsylvania high wheel 
mowers, $25.50 each; 17-in. Pennsylvania 
Junior mower, $27.20 each; 16-in. four-knife 
ball-bearing 10%4-in. wheel mower, $12.60; 
16-in. four-knife ball-bearing 10%4-in. 
wheel, $10.85 each; 16-in. four-knife plain 
bearing 9-in. wheel mower, $9.45 each; 16- 
in. three-knife ball-bearing 9-in. wheel 
mower, $9.45 each: 16-in. three-knife plain 
bearing 8-in. wheel mower, $7.60 each. 

Nuts and Bolts.—The leading jobber 
is out with another decline on nuts and 
bolts, discounts being slightly in- 
creased. This is a jobbers and not a 
manufacturer’s decline. 

f.o.b. Chi 
bolts, 50 per 


We quote from jobbers’ stocks, 
cago: Large size carriage 
cent off; small sized, 50-5 per cent off: 
large size machine bolts, 50-10 per cent 
off; small sizes, 60 per cent off; all stove 
bolts, 70 per cent off list; all lag screws, 
50-10 per cent off list. 

Nails.—No new developments are re- 
ported in the nail market. Demand 
shows some strength and the promised 
building work should intensify business 
in nails. Opinion is that general con- 
struction demands may make nails very 
low again this season. Chicago’s price 
continues lower than the quotation ef- 
fective in surrounding jobbing centers. 
f.o.b. Chi- 
Common wire nails, $4 per keg, base 

Roller Skates—A nice volume of 
sales is reported in roller skates, with 
prospects for a continuance of a lively 
movement in these goods for the com- 
ing weeks. Prices remain as of last 
week, when a five cents per pair re- 
duction was made effective. 


We quote from jobbers’ stocks, 
cago: 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Ball bearing roller skates, boys, $2.45 
pair; ball bearing skates, girls’, $2.60 per 
pair. 

Rope.—Seasonal influences encourage 
rope sales. Prices show no change. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 1 manila rope standard brands, 
19% c. to 20%c.; No. 2, 18%c. to 19%e.: No 
1 sisal rope standard brands, 13%c. to 
l5tec.; No. 2 sisal, 12%c. to 14%e 

Steel Sheets.—Sales are much larger 
than a few weeks ago and stocks per- 
mit prompt filling of orders. Despite 
a decline last week, some centers look 
for another lower price in the near 
future. 


We quote from jobbers’ stocks, f.o 
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to do so and that it was useless to 
try to adjust the questions unless all 
parties concerned entered into the 
agreement. It is believed that eventu- 
ally the building strike situation will 
be submitted to arbitration before the 
State Board, but in the meantime con- 
struction work has stopped in many 
large localities throughout Massachu- 
setts, including Worcester, Holyoke, 
Lawrence, Springfield and Chicopee. 
In reality the building situation is less 
favorable than it has been before at 
any time since the differences between 
capital and labor arose. It also is un- 
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cago: 28-gage galvanized sheets, 
100 Ibs.; 28-gage 


100 Ibs 


$6.40 per 


black sheets, $5.40 per 


business 


screw 


Screws. — The general 
apathy is plainly apparent in 
sales. Tendencies to buy in 
quantities. may be aggravated by the 
failure of screws to show as radical 
price readjustments as the majority of 
hardware items. 


small 


We quote from jobbers’ stock f.o.b. Chi- 
cago: Flat head bright screws, 7244-20 per 
cent off list; round head blued, 70-20 per 
cent off list; flat head brass, 65-20 per cent 
off list; round head brass, 624,-20 per cent 
off list; japanned, 65-20 per cent off list 

Solder.—Manufacturers and jobbers 
note less inclination to stay out of the 
solder market. Business of a 
volume is noted. Prices are considered 
as low as possible under present con- 
ditions. 


good 


We quote from jobbers’ stocks, f.o.b. Chi- 
eago: Warranted 50-50 solder in full cases, 
23c. Ib.; small lots 25c. Ib.; commercial halt 
and half solder, le. to 3e. per Ib 
warranted solder, the differential 
according to grade. 


less than 
varying 


Sash Cord.—Prospects are 
any further reduction in sash 
prices, it is stated, as manufacturers 
have found present market figures 
allow them too small a margin of profit. 
Sales are of good volume. 


against 


cord 


stock f.o.b. Cl 
No 7 sash cord 


$8.65 doz hanks 


We quote from jobbers 
cago Standard grade 
$7.50 doz. hanks; No. &, 


Wheelbarrows. — New building is 
needed to create a normal market for 
wheelbarrows. 

We quote from jo stocks, f.o.b. Cl 
cago: Common wood barrows, $3.20 each 
contractors’ tray angle leg barrows 
$7 to $9 each, according to equipment; 
angle leg garden barrows, $6 each; com- 
petitive grade garden barrows, $4.50 each; 
No. 4 tubular barrows, $6.50 to $7.50 each 


»ybers 


Steel 


Washing Machines.—Spring demands 
are making a busy market. Prices for 
the season are apt to be unchanged, it 
is reported. 


Wire Goods.—Jobbers’ stocks of wire 
cloth and poultry netting are badly 
broken, showing plainly the voluminous 
movement of these goods during the 
past few weeks. 

We quote from jobbers’ stocks, f.o.b. Ch 
cago: Barbed wire galvanized, $4.85; No. % 
black annealed wire, $4 black painted wir: 
cloth, 12 mesh, $2.50 per 100 sq. ft. Poultry 
netting, f.o.b. Chicago, no dating, galva 
nized before weaving 40-10 per cent off 
galvanized after weaving 40 per cent off 
Catch weight spool galvanized cattle wire. 
$4.85 per 100 lbs.; 80-rod spool galvanized 
hog wire, $4.20 per spool: No. 8 galvan 
plain wire, $4.70 per 100 Ibs 


satisfactory in other New England 
states. 

The shelf hardware bu 
tinues to function in a gratifying man- 
ner, no let-up being noted in the aggre- 
gate orders received from retail deal 
ers by the jobbing trade the past wee 
The heavy hardware business, on 
other hand, is unsatisfactory, in fact, 
more so than noted heretofore. It is 
intimated that unless it improves with- 
in the near future, some of the jobbing 
houses will be to scale 
the number of employees. 

Manufacturers, who 


siness con- 


obliged down 


some 
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guaranteed prices until April 1, have 
not changed lists so far, much to the 
surprise of both retail and wholesale 
hardware interests here. Their action 
has led many to believe the downswing 
in values of various standard lines of 
merchandise, at least, has been checked 
for the time being, it having been 
demonstrated that lower prices have 
created comparatively little new busi- 
ness. It seems. probable, however, that 
caution is still the key-word among 
manufacturers as well as the hardware 
merchant. 


Barbed Wire.—The recent adjust- 
ment of local quotations on barbed wire 
has stimulated the demand to a con- 
siderable extent, jobbing houses in the 
aggregate reporting a_ fairly heavy 
movement each day. The new prices 
quoted here are based on reduced lists 
issued some time ago by the manu- 
facturers. Local stocks have been ma- 
terially reduced the past month or two, 
and there is every indication jobbing 
firms will make a cleanup before the 
spring months end. 

We quote from jobbers’ stocks: Galvan- 
ized barbed wire, 80-rod reels, $4.40 per 
reel; cable wire, 80-rod reels, $3.97 per reel; 
galvanized barbed wire, catch weight reels. 
$5.10 per cwt.; cable wire, catch weight 
reels, $5.10 per cwt. 

Staples.—Galvanized fence staples, $5.10 
per cwt. 

Barrows.— The movement of all 
kinds of barrows, but especially gar- 
den, out of local stocks is in full swing, 
as is indicated by the large number 
passing through Boston streets each 
day on trucks and wagons. Individual 
orders, however, are small, but in the 
aggregate amount to considerable. It 
is quite evident that retail stocks, gen- 
erally speaking, have been reduced to 
a minimum. 

We quote from jobbers’ stocks: Garden 
barrows, standard makes good quality, No 
3, $7.50 each; No. 5, $7.85 each; No. 4, $6.50 
from the store or $5.75 from the factory. 

Baseball Goods.—The demand for all 
kinds of baseball goods holds up re- 
markably well. In fact, most of the 
jobbing houses here report an increased 
demand since last week. Orders re- 
ceived daily cover a wide range of 
goods, both in quality and price, but 
the majority of them are for the better 
class of merchandise. 

We quote from jobbers’ stocks: 

Bats.—No. 2, $2.10 per doz.; No. 4, $4; 
No. 11-B, $8: No. 13, $8; No. 16, $12; No 
Louisville Sluggers, all types, $24 
Junior Louisville Sluggers, $8. 


Balls.—Harwcod, Dandy, $1.50 per doz.; 
Boys’ Favorite, $2; Young America, $3.25; 


Junior League Special, $3.25;.Junior League, 
$5.50; Boys’ League, $7; Dollar Lively, $9; 
Professional League, $13.50; Harwood 
League, $16; National League, rubber cen- 
ter, $18; National League, cork and rubber 
center, $18. 

Gloves.—Fielders’, $12.50 to $60 per doz.; 
catchers’ mits, $20 to $120; basemen’'s mits, 
$33 to $48. 


Batteries and Bulbs.—One of the 
leading manufacturers of miniature or 
automobile lamps, who some time ago 
revised its method of marketing 
has gone back to the old selling 
basis. That is, it is selling 100 lamps 
in assortments at 40 per cent discount, 
and less than 100, if in unit boxes of 
10, at 30 per cent discount. The re- 
tail hardware trade had bought lamps 
on this basis for many years, and the 
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readoption of the old selling standard 
it is believed will do much to stimulate 
new business. As a matter of fact, 
however, the demand for batteries and 
bulbs is unusually good for this time 
of year. 


Bicycles.— Some of the jobbing 
houses here say they have sold more 
bicycles since April 1st than they have 
before in a long time. Many orders 
being received are from retail dealers 
located in nearby cities and towns 
where trolley service has been more or 
less disorganized, due to high operating 
cost. The supposition here is that, in- 
stead of using trolley cars as hereto- 
fore to get to places of employment, 
more and more people are using bi- 
cycles. 

We quote from jobbers’ stocks: Bicycles, 
Westfield Mfg. Co. makes, men’s, $40.50 


each; women’s, $42 each; truss bar, $42 
each; boys’, $38 each; girls’, $40 each. 


Bolts and Nuts.—The bolt and nut 
situation appears spotty. That is, 
locally the market is firm but inactive, 
while in other sections of New Eng- 
land, especially the western part of 
Massachusetts, sales show some _ in- 
crease, while prices are unsettled due 
to operations by one jobbing house. 
This house is reported to have sold 
bolts at prices that compare favorably 
with mill quotations. Mill prices, as 
a rule, are unchanged, but one is re- 
ported as offering excess stocks of cer- 
tain sizes of bolts and nuts, particu- 
larly the latter, at 5 per cent below 
the regular market. 


We quote from jobbers’ stocks: Machine 
bolts with H P nuts, % x 4-in., smaller and 
shorter cut threads, 45 per cent discount; 
larger and longer, 40 per cent discount: 
with C T D nuts, all sizes, 25 per cent dis- 
count; tap bolts, list, net; common carriage 
bolts, all sizes, 37% per cent discount; 
Eagle carriage bolts. 50 and 10 per cent 
discount; stove bolts, large lots, 65 per cent 
discount; small lots, 55 per cent discount; 
bolt ends, 40 per cent discount; tire bolts, 
50 per cent discount. 

Nuts, H P square, blank and square 
tapped, list, net; C P C and T squared 
blank and tapped, list, plus Ic.; extras of 
le. to 5c. per lb. are charged for less than 
keg lots; semi-finished hexagon nuts, 60 
per cent discount; finished case hardened 
nuts, 60 per cent discount; machine screw 
nuts, iron, list; machine screw nuts, brass, 
25 per cent discount. 

Clothes Lines.—The local market on 
cotton clothes lines is easier, the new 
jobbing quotations being based on a 
reduction in manufacturers’ lists. The 
almost continuous decline in the raw 
cotton market over a period of months 
has made it possible for manufacturers 
to produce cotton lines at less cost, 
and they in turn are giving the bene- 


fit to the consumer. 

Drills and Reamers.—The jobbing 
trade, as a whole, reports that the de- 
mand for drills and reamers is almost 
wholly in broken package lots, and 
therefore considerably less active than 
it was a month ago at this time. Re- 
tail hardware dealers, in turn, say that 
over-the-counter sales are distinctly 
disappointing. 

We quote from jobbers’ stocks: 


Drills.—Carbon, sizes up to 1%-in., tap- 
ered and straight shank, 40 per cent dis- 


count; bit stock drills, 45 per cent discount; 
center drilts, 40 per cent ‘discount; drills 
and countersinks combined, 10 per cent dis- 
count; ratchet drills, list: wood boring 


brace bits, 40 per cent discount; high speed, 
wire gage and letter sizes, plus 10 per cent; 
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straight and tapered shank, 1/16 to \%-in., 
plus 20 per cent; 33/64 and larger, plus 
20 and 10 per cent: ai other kinds of ‘dri lls, 
40 per cent discount. 

Reamers.—Bit stock, 20 per cent dis- 
count; bridge square and T S standard 
makes, 55 per cent discount; chucking, 20 
per cent discount; tapered pins, No. 00 to 
No. 5, per cent discount; No. 6 and 
larger, 25 per cent discount; escutcheon 
pins, 30 per cent discount; shell fluted rose 
and socket reamers, list. 


Fishing Tackle—The trout season 
has opened in some sections of New 
England, and will open in others on 
April 15. Game wardens and State 
fish and game commissioners are of 
the opinion that the 1921 season will 
be the best ever, their conclusions be- 
ing based on the open winter, which 
did not freeze up the streams, and the 
unusual efforts made by authorities to 
stock brooks. Retail hardware dealers 
and the general public evidently are 
of the same opinion as the State offi- 
cials, at least the movement of all 
kinds of fishing tackle out of local job- 
bers’ stocks would suggest so. Ac- 
cerding to most of the jobbing houses 
here, sales of this class of merchandise 
in 1921 will be larger than they have 
before in several years. 

We quote from jobbers’ stocks: 

Hooks.—Common ringed, Nos. 1 to 10, 12c¢ 
per 100; No. 0, 16¢.; No. 00. 20c.; spoon, 
fluted, $1.75 per doz.; snelled, single gut, 


all sizes and kinds, $2.60: regular grade 
gut. Nos..1 to 10, $3.60; Nos. 22, 23 and 24, 


3.60. 

Lines.—Furnished or rigged, No, 500, Tic. 
per doz.; No. 550, $1.05; No. 1000, $1.75; No 
2000, $3; No. 2500, $3. 75. Standard braid. 
15-ft. in hank, $4 per gross hanks; 80-ft. 
in hank, $1.50 per dozen hanks. Oiled silk, 
10 yards on card, $1.20 per dozen cards, 
20 yards on card, $2. High grade enamele d, 
$3.25 per 100 yds.; cheaper grades, $2 75 

Flies.—English trout, all popular sizes 
and colors, $8 per gross. 

Rods.—Steel, Vim, $1.20 each: Sunny 
Brook, bait, $1.60: Sunny Brook. fly, $1.70 
D. & H. telescope, 8% and 9%-ft., $2.75: 
bamboo, $3.50 to $96 per doz. 

Reels.—Standard makes, $3 to $24 per doz. 

Freezers.—Although the market is 
by no means active, an unusually large 
number of orders for ice cream freez- 
ers for this time of year has been 
received since last reports. Jobbers 
attribute the buying to the early spring 
and possibly some apprehension on the 
part of the retail hardware trade re- 
garding its ability to secure goods 
later in the year, as a result of rail- 
road labor troubles. Jobbers, in some 
instances, have not received their full 
complement of stocks from manufac- 
turers, and therefore shipments to the 
retail trade have been more or less 
irregular, As a rule, however, they 
are doing remarkably well in the mat- 
ter of shipments of goods on order. 


We quote from jobbers’ stocks: 


White Mountain, 1-qt., $4.85 each; 2-at., 
$5.65; 3-qt., $6.75; 4-qt., $8.25; 6-qt., 
$10.45; 8-qt., $13.50; 10- at., $18; 12-qt., 
$21.55; 15-qt., $25.60; 20-qt., $33.20; 25-at., 


2.60. Discount, 25’ per cent. ms 
Arctic, 2-qt., $4.60 each; 3-qt., $5.55; 4-ct.. 
$6.80: 6-qt., $8.60. Discount, 25 per cent 
Acme, 2-qt., $12 per doz. from store: 
4-qt., $20 per doz. from factory. 
Glass.—The market on the better 
grades of window glass has been re- 
duced 3 to 4 points. Quotations on the 
cheaper kinds, however, show very 
little change. For instance, single B 
window glass is still quoted at 82 per 
cent discount, while double B is now 
85, as against 84 per cent discount 
heretofore. With the advent of warmer 
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weather there has been a decrease in 
the demand for window glass, and local 
interests are of the opinion that the 
revision in manufacturers’ prices is for 
the purpose of encouraging stocking 
up by the jobbing trade and large re- 
tail hardware establishments, as well 
as paint houses. 


We quote from jobbers’ stocks: 

Window glass, Single A, by the box, 82 
per cent discount; Double A, 83 per cent 
discount; Single B, 82 per cent discount; 
Double B, 85 per cent discount. 

Vitro-marble glass: 5/16-in., 80c. per sq. 
ft.: 7/16-in., 90c. . 

Skylight glass: Rough or rolled, %-in. 
thick, 18c. per sq. ft.; 3/16-in. thick, 22c. 
per sq. ft.; %-in. thick, 28c. per sq ft.; 
wired glass, 35c. per sq. ft. 

Handles—As compared with busi- 
ness previously noted this year, there 
appears to be a slight increase in the 
demand for wooden handles of all 
kinds. Some retail hardware dealers 
say customers strenuously object to 
high prices being asked for axes, ham- 
mers and other tools, and that they 
are making what they have do by using 
new handles. The movement of stock, 
however, is not as large as it has been 
in some previous years, possibly be- 
cause of prices “manufacturers are 
obliged to name for fresh _ goods. 
While there has been a general reduc- 
tion in lumber quotations throughout 
the country, prices for wood such as 
used in handles have declined compara- 
tively little, and the available supply 
still appears to be small. For these 
reasons the manufacturers have had 
little opportunity of revising prices, in- 
asmuch as the cost of labor has not 
changed a great deal. 

Jobbers are quoting hickory farming tool 
handles at list. Ex-grade hay forks, bent. 
for instance, are quoted $3.40, $3.90, $4.40 
and $5.50 per doz., according to quality. 

Iron and Steel.—The movement of 
iron and steel out of local jobbing 
stocks is less than it has been before 
since 1919. In that year there was a 
good demand, but jobbers were unable 
to supply it, whereas this year every- 
body is well stocked up and there is 
very little demand. The general 
opinion here seems to be that business 
will improve later in the month, after 
it becomes generally known what the 
Steel Corporation is going to do as 
regards prices. Jobbers say it could 
hardly be expected that consumers 
would go ahead until the wholesale 
market is settled on a definite basis. 

We quote from jobbers’ stocks: 

lron.—Refined, $3.53 per 100 Ib. base; %4 
and 5/16-in. round and square, $5.40; best 
refined iron, $5; Wayne iron, $8.50; Nor- 
way iron, $12. 

Steel.—Soft steel bars, $3.53 per 100 Ib. 
base: flats, $4.40 to $4.75; concrete bars, 
plain, $3.53; twisted. $3.75; angles, chan- 
nels and beams, $3.53 to $3.63; tire steel, 
$4.50 to $5; open-hearth spring steel, $6: 
crucible spring steel, $12; steel bands, $4 28 
to $4.78; steel hoops, $4.90; cold rolled 
Steel, $4.50 to $5.75: toe calk steel, $5.50. 

Quantity differentials, lots under 1000 Ib 
of a size, 35e. per 100 lb.; lots of 1000 Ib 
to 1999 Ib. of a size, 15c 


Lawn Mowers.—Individual orders for 
lawn mowers are small but more nu- 
merous than they have been before in 
many months, consequently the tota: 
amount of stock moving out of job- 
bers’ hands each week is quite satis- 
factory. Retail hardware _ dealers, 
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generally speaking, report very little 
stock on hand. But, because of the 
high prices asked for lawn mowers, 
they also state they shall continue to 
buy on a hand-to-mouth basis through- 
out the balance of this year at least. 

We quote from jobbers’ stocks: Low- 
grade lawn mowers, 14-in., $7 each; 16-in., 
$7.35; medium grade, ball pearing, 16-in., 
$9.90 each; 18-in., $10.45; better grades, 
ball bearing, 5 blade, 14-in., $17.05; 16-in., 
$18.15; 18-in., $19.25; 20-in., $20.35. 

Lead. — Notwithstanding the fact 
that the American Smelting & Refin- 
ing Co. recently advanced its price on 
pig lead from 4c. to 4.25c. per Ib., base, 
the local market for sheet lead has 
been cut lec. per lb., from llc. to 10c. 
per lb., base. The reduction in prices 
is believed to have been based on the 
fact that stocks in wholesale distribu- 
tors’ hands have accumulated, while 
there-has been no appreciable increase 
in the corisumption. 

We 
lead, 


jobbers’ stocks: Sheet 


base. 


from 
lb., 

Nails.—There has been a complete 
turnabout in the local wire nail market 
during the past 6 or 8 months. Here- 
tofore mills were unable to supply job- 
bers’ wants, and there was a scarcity 
of all kinds, with constantly rising 
prices. To-day, the market is well 
stocked with all sizes, and because cer- 
tain Pennsylvania mill interests are 
offering stock in New England at as 
low as $3 per keg, f.o.b. Pittsburgh, 
jobbers’ prices are more or less un- 
settled. The same conditions prevail 
in the market for cut nails. Galvanized 
cut nails, in some instances, have been 
reduced from $10 to $9.30 per keg, 
base, f.o.b. store. There has been a 
slight downward revision in local quo- 
tations on brass furniture nails. 

We quote from jobbers’ stocks: Wire 
nails, per keg, from the store, $4.10 base, 
f.o.b. Boston: coated wire nails, $5 per Keg, 
base; cut nails, $7 per keg, base, with the 
Tremont schedule of extra; galvanized cut 
nails, $9.30 per keg, base. 

Oil Cloth Binding—Many unim- 
portant as well as important items 
handled by the retail hardware trade 
have joined in the down swing of prices. 
For instance, the local market on oil 
cloth binding is quite a little lower as 
a result of a reduction in manufac- 
turers’ lists. 


quote 
10c. per 


Pocket Knives.—Landers, Frary & 
Clark, New Britain, Conn., have issued 
a new list on pocket knives. With the 
exception of one popular brand, with 
ebony, rose or stag covers, which has 
advanced from $7.50 to $8, most kinds 
are lower in price, the decline on pearl 
handled knives amounting to about 
121% per cent, and on other kinds ap- 
proximately 10 per cent. In so far as 
is known the other- knife manufac- 
turers have issued no new list. 


Pruning Shears.— The recent an- 
nouncement that jobbing houses for the 
first time in years were supplied with 
French wheel shears and _ pruners 
brought in many orders. Unfortu- 
nately, however, it has developed that 
these articles are provided with volute 
springs instead of clock springs, such 
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as used in this country during the past 
25 years, consequently the jobb.-. 
have shipped or are about to ship goods 
back to France. The French manufac- 
turers can offer no explanation for the 
mistake in shipments. 

We quote from jobbers’ stocks: Pruning 
shears, Seymour Smith line, No. 0, $6.30 per 
doz.; No. 23, $9.66: No. 21, $12.60; No. 30, 
$12.60; No. 65, $13.86: No. 40, $23.10: No 
240, $25.20; No. 290, $31.50. French whee! 
pruners, 8-in., $16 per doz.; 9-in., $19. 

Scythes.—The demand for scythes is 
normal, but in individual cases orders 
are for limited pieces. Because of the 
open winter it is believed the haying 
season will open unusually early this 
year, and that two crops will be ob- 
tained. This fact possibly accounts 
for the volume of aggregate sales made 
locally each week. 

We quote from jobbers’ stocks: Scythes, 
solid steel, grass, $19 per doz.; brush and 
bramble, $19.50 per doz. 

Tacks.—Local jobbing houses, in a 
majority of instances, have made a 
slight reduction in prices on cut tacks. 
This change is based on a revision in 
prices by manufacturers made hereto- 
fore. 


Wire.—Both annealed and copper 
wire are cheaper, prices quoted today 
being approximately 10 per cent lower 
than heretofore. 


Wire Cloth and Netting.—Sales of 
wire cloth and netting continue satis- 
factory, goods going out of stock now 
being on new orders taken from day 
today from small retail hardware deal- 
ers who do not anticipate wants. 

We quote from jobbers’ stocks: 

Wire Cloth.—Black, from the mill, $2.60 
base, f.o.b. Pittsburgh; frem the store, $2.75 
f.o.b. Boston. 

Window Netting.—Galvanized cellar win- 
dow netting, hardware grade, 12 to 24-in., 
64c. per sq. ft.; 24 to 48-in., 6c. per sq. ft. 

Poultry Netting—Factory shipments, 40 
per cent discount, f.o.b. Pittsburgh; from 
the store, 35 per cent discount, f.o.b. Bos- 
ton. 

Wire Fencing .—Boston jobbing 
houses already report a shortage in 
some common kinds of wire fencing. 
One house in particular reports its en- 
tire stock of one of the popular selling 
kinds consists of two rolls of 3-ft. fenc- 
ing. Stocks in other houses are, in 
some instances, nearly as low. There 
apparently is sufficient fancy fencing 
stock and gates to supply all wants, 
although, in a few particular cases, a 
shortage of the latter is reported. 


Representing Black & Decker 
Co. 


Effective immediately, the Black & 
Decker Mfg. Co. will be represented in 
the South by Thomas W. Peters, who 
has for the past fifteen years been 
located in Columbus, Ga., where he has 
occupied responsible positions in execu- 
tive and engineering capacities. The 
Southern territory includes all the 
Southern states east of the Mississippi 
River and, in the very near future, a 
regular branch office will be established 
at Atlanta, Ga., where Mr. Peters will 
make his headquarters. 
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Office of HARDWARE AGE, 
1002 Park Building, 
Pittsburgh, April 11. 

i tyes only bright spot on the horizon 

in the iron and steel trades comes 
from the automobile industry, which 
not only seems to be holding the better- 
ment noted several weeks ago, but is 
reported to be showing further im- 
provement. This is reflected in the 
placing of more orders for sheets, 
strips and other materials used by the 
automobile builders, and also in the 
placing of some new orders, and the re- 
instatement of others that have been 
held up for some time. However, taken 
as a whole, the iron and steel trade 
is not any better, and, if anything, is in 
worse shape than it has been at any 
time since the depression started in 
the last quarter of last year. The vol- 
ume of new orders is very light, and 
the average of operations in iron and 
steel plants is lower now than at any 
time for many months. 

The whole buying trade is holding 
off as much as possible waiting to see 
what the Steel Corporation is going to 
do in the matter of reducing prices. 
Judge Gary, chairman of the Steel Cor- 
poration, got home from his Western 
trip last week, but so far has refused 
to even comment on what action the 
Steel Corporation is likely to take on 
prices. The annual meeting of the 
Steel Corporation is to be held on 
April 18, and it is believed that some 
statement will be issued after the 
meeting has adjourned, as to what the 
Corporation is going to do in the mat- 
ter of prices. There are reports that 
travelling men representing subsidi- 
aries of the Steel Corporation are ad- 
vising their customers to hold off as 
much as possible in placing orders, the 
inference being that lower prices are 
coming, but these reports are unofficial, 
and cannot be confirmed. As has been 
pointed out in our previous reports, if 
the Steel Corporation makes a general 
reduction in prices, it will likely be a 
heavy one, and would mean that a gen- 
eral revision in all kinds of iron and 
steel to a lower basis would have to 
be made. There is hardly an article 
in iron or steel that is not made by 
one or another of the subsidiaries of 
the Steel Corporation, so that all the 
independent steel companies would 
have to come to the level of prices of 
the Steel Corporation whatever that 
may be. 

The cuts in steel prices made by the 
independent steel companies about a 
month ago did not have the effect of 
bringing out more business, but on the 
contrary they added to the uncer- 
tainty of the situation and caused 
buyers to hold off more than ever. In 
a general way. iron and steel plants 
are not operating to more than 25 to 
30 per cent of capacity, while the Steel 
Corporation plants are down to a 50 
per cent basis, or less. 

Further cuts in prices on some of 
the heavier articles in steel have been 
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made in the past week. Steel plates 
have been offered for delivery in the 
West at less than 2c., Pittsburgh, 
while black sheets are freely offered 
at 3.75c., Pittsburgh, by nearly all the 
independent mills. Lower prices are 
also being made on strip steel, steel 
bands and on other articles. Jobbers 
and consumers alike are buying only 
what is actually needed to meet cur- 
rent orders, and there is no disposition 
anywhere to buy ahead. Conservatism 
is the watchword to-day in the steel 
and allied trades, and this is likely to 
continue for some time, or until more is 
known as to the policy of the Steel 
Corporation, this concern absolutely 
dominating the situation at this time. 

There is more or less optimism in 
the wholesale and retail hardware 
trade, and the retailers in many sec- 
tions, instead of sitting down and wait- 
ing for business to come in the store, 
are going out after it, and vigorously. 
At no time in the history of the hard- 
ware trade have there been as many 
special sales underway as there are at 
present, and more will take place. The 
hardware man fully realises that this 
is a year that means hard earnest ef- 
fort to do business, and he is on the 
job with both feet. In a number of 
the larger retail hardware stores in 
the Pittsburgh district, special sales of 
seasonable goods are being held, more 
circulars are being sent out to pros- 
pective customers, and best of all 
methods, more live advertising is be- 
ing done. Results are gratifying, and 
the spring retail hardware trade in this 
vicinity is better than anticipated. The 
fine weather that has prevailed here 
for some weeks has helped business 
greatly, and sales of seasonable goods 
such as garden tools, paints and paint- 
ers’ supplies, sporting goods, seeds, 
window screens and doors, and other 
goods, have been fairly heavy. One 
enterprising retail hardware dealer in 
this city says that his sales in March 
were better than in the same month 
last year, but as he puts it, “we had 
to use twice as much steam to make 
it.” Jobbers also report a fairly heavy 
volume of sales, but not as large as 
at this time last year. 


There is no lack of optimism among 
the hardware jobbers and retailers as 
to the outlook for business over this 
year. It is admitted that sales of 
some goods may show a falling off as 
compared with last year, but on other 
lines, notably garden tools, fishing 
tackle and other lines, it is going to 
be much better than last year. Al- 
ready the demand for fishing tackle 
and garden tools is beyond the ability 
of the trade to furnish as fast as 
wanted. 

Collections are reported as slightly 
better, but credits are being watched 
closely, both by the jobber and the re- 
tailer. 


Automobile Accessories.—Dealers re- 
port the demand for tires and acces- 
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sories as much better than it has been 
for some time. The weather here for 
driving has been fine for some weeks, 
and the number of cars seen on the 
streets in the city, and out in the 
country, is fully as large as in the 
middle of the summer. Cars that were 
in storage for the winter are now out 
on the road, and this means that more 
or less accessories are needed, and are 
being bought. Prices are holding fairly 
steady, and on the higher grades of 
accessories are firm. Jobbers are 
keeping their stocks complete in order 
to meet the heavier demand, and quote 
from their stocks about as follows, 
f.o.b. Pittsburgh: 

Reliable jacks No. 1, $2.33: No. 2, $3.53 
in lots of 12; A. C. Titan spark plugs, fjc. 
in lots up to 10, and 58e. in lots of from 
10 to 100; Derf spark plugs, 96c. each for 
all sizes, in lots less than 50; Champion X, 
50e. each for less than 100 and 48c. each 
for over 100; Champion regular, 58c.; each 
for less than 100, all sizes, and 56c. each for 
over 100. 

Axes.—There is only a fair volume 
of orders, and jobbers and retailers are 
keeping stocks as low as possible, in 
view of probable lower prices in the 
near future, and which is almost cer- 
tain to come if the Steel Corporation 
should make a general reduction in 
prices. 

Jobbers quote single bitted, first quality 
axes at $16 per doz., and first quality, 
double bitted, $22.50 per doz. 

Bronze Wire Cloth.—There has been 
a reduction in prices in this material, 
due to the generally lower prices on 
metals. Jobbers now quote 14 mesh 
to the trade at 814c. per square foot. 


Burglar Proof Faucets.—The Me 
Kenna Mfg. Co., Pittsburgh, announces 
a reduction in prices on its complete 
line of burglar proof faucets, effective 
from April 1, of about 20 per cent. 
These are now sold by the jobbing 
trade at $18 per dozen. 


Builders’ Hardware.—Locally there 
is no betterment in the demand for 
builders’ hardware, and none is ex- 
pected until there is more activity in 
the building trade, which is almost at 
a standstill here. Wage scales of car- 
penters, bricklayers, stone masons and 
other building labor expire on May 1. 
and if the men will agree to accept 
lower wages to meet the lower living 
costs, then there will be a revival in 
the local building trades, but until this 
happens, there can be little betterment. 
Prices on all lines of builders’ hardwar 
are fairly steady, but jobbers and re- 
tailers are not buying heavily and 
will not until they know what is going 
to happen with labor. 


Chain.—Nothing new to report in 
the chain market. Prices are fairly 
steady, and the demand is fair. Patents 
on a leading tire chain expire late this 
year, and some other chain makers are 
getting ready to go into the manufac- 
ture of tire chains on an extensive 
scale. 












ten 


































pes 











April 14, 1921 


In large lots, makers are quoting 
about as follows: 


Size Proof BB BBB 
ae so. babes $11.75 $13.25 14.25 
| Re rerc 10.75 12.25 13.25 
OP akcevaahens 9.25 10.50 11.00 
RPE 8.00 9.25 9.75 
: Tere eee 7.75 9.00 9.50 
AEN = TO 7.50 8.75 9.25 
ae «eek mata 7.50 8.50 9.00 
|e. one 7.40 8.40 8.90 
, Aeeeed | 7.25 8.25 8.75 
ee errr 7.00 8.00 8.50 

1”—14%"—1%"”. 6.75 7.75 8.25 

Coaster Wagons.— The Burnham 


Mfg. Co., Charles City, Iowa, has just 
issued new prices on its line of coaster 
wagons, showing slight reductions over 
prices of last year. The new prices 
are as follows: No. 2, $5, No. 3, $6.60, 
No. 4, $6.85 and No. 5, $7.20. A good 
trade in these goods is expected this 
year. : 


Cider Mills—While makers of the 
standard grades of cider mills have 
made no reductions in prices over those 
in effect last year, the trade is ex- 
pecting somewhat lower prices on these 
goods in the near future. 

Garden Tools.—Jobbers and retailers 
report a very heavy demand for all 
kinds of garden tools, and on some 
kinds their stocks are already running 
low. So many men are idle, that in 
order to find something to do to pass 
the time, and incidentally to have 
vegetables for the table, they have 
started the cultivation of home gar- 
dens, and are buying garden tools 
freely. Prices are about the same as 
those in effect last year. 

Galvanized Ware.—Prices are un- 
steady and rather weak. A further 
cut of 5 to 10 per cent in galvanized 
tubs and pails has been made by at 
least one maker. The lower prices rul- 


ing on galvanized sheets and the quiet - 


demand are responsible for the steady 
reductions made this year on nearly 
all lines of galvanized goods. Jobbers 
and retailers fear that bottom of prices 
has not yet been reached, and are buy- 
ing in small lots only to meet current 
needs. 

Garden Hose.—The demand is fairly 
active, but prices are unsteady. A 
leading maker has made a cut of 5 to 
10 per cent in prices, and this will 
likely be followed by other makers. 
The low prices ruling for rubber are 
given as the reason for the weakness 
in prices of rubber hose. It is the 
opinion that prices may go lower, and 
jobbers and retailers are buying in 
small lots to meet actual needs. 

Fishing Tackle——One of the most 
active items in the whole list of hard- 
ware goods is fishing tackle, and the 
trade confidently believes that this will 
be much the biggest year ever known 
inthe fishing supply line. So many 
men are out of work with no early 
prospects of getting jobs, that they 
are making plans to either go with 
fishing clubs or with their families, 
and spend a good part of the summer 
in quest of the finny tribe. While the 
season is just starting, the demand for 
fishing tackle is already very heavy, 
and makers of reels, rods and other 
supplies are now behind in their orders. 
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One local jobber that placed heavy 
orders for steel rods away last year, 
has not yet had delivery, and makers 
report that the demand this year prom- 
ises to be so heavy, they will not be 
able to meet it. Prices on the Union 
and Bristol rods, two of the leading 
makes, are the same as last year, but 
the Japanese rods are higher. Prices 
on linen and cotton lines are about the 
same, but on silk lines are about 20 per 
cent cheaper than last year. 


Flash Light Bulbs—About January 
1 this year, makers of flash light bulbs 
made a material advance in prices, but 
for some reason the demand so far this 
year has been quiet, and the makers 
have deemed it best to go back to the 
old prices, which they are now quoting. 
In small lots discounts are 30 per cent 
list, and on lots of 100 or more the 
discount is 40 per cent off list. 


Ice Cream Freezers.—As yet the ex- 
pected reduction in prices of these 
goods has not been made, and makers 
say it is simply impossible for them 
to lower their prices and come out 
whole. They point out the fact that 
their supply of freezers for this year’s 
trade was largely made up last year, 
when prices of steel and labor and 
cther materials used in the manufac- 
ture of freezers were practically at 
their peak, and they must therefore 
get the same prices as last year. The 
demand for freezers so far has only 
been fair. Prices as quoted by jobbers 
on the leading makes of freezers are 
about as follows: 

Blizzard, 3-qt., $3.90; 4-qt., $4.80; 6-qt., 


$6; 8-qt., $8. Lightning, 3-qt., $4.25; 5-qt., 
$5.25; 6-qt., $6.50; 8-qt., $8.50. Arctic, 3- 
qt., $3.90; 4-qt., $4.80; 6-qt., $6.50; 8-qt., 
$8.50. White Mountain, 3-qt., $4.75; 4-qt., 
$5.75; 6-qt., $7.40; 8-qt., $9.50. Auto 
Vacuum, 3-qt., $3.33; 2-qt.. $4; 4-qt., $6.67, 


and Acme freezer, 2-qt., $1. 

These prices are reported as holding 
quite firm. 

Iron and Steel Bars.—There is more 
or less unevenness in prices on both 
iron and steel bars, and the demand 
is only for small lots to meet actual 
needs. The mills of the independent 
companies that make iron or steel bars 
are running only to about 25 to 30 
per cent, while those of the subsidiary 
companies of the Steel Corporation are 
operating only to about 50 per cent, or 
less. Prices are lower, steel bars from 
warehouse now being 2.75c. per Ib., 
while iron bars are about 3c. at mill to 
jobbers. From store, steel bars are 
about 3.25¢c. to 3.50c. and iron bars 
3.50c. to 3.75c. in fair sized lots. 


Paints and Supplies.—Dealers report 
that the demand for paints and paint- 
ers’ supplies is better than for some 
time. Many men that are out of work 
are buying ready mixed paints, and are 
painting their houses to save the wages 
of painters, and also to give themselves 
something to do. Prices are unchanged, 
but are quite firm. Jobbers quote 
from store as follows: 

Standard grades of ready mixed paints 


are $4.25 per gal., a reduction of 25¢c.; 
linseed oil is 78c. per gal., in barrels, a re- 
duction of 2c. per gal.; turpentine is Tle 


per gal., a reduction of 2c., and white lead 
is $13 per 100 Ib 
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Stucco 4-in. brushes are sold at about $4 
each at retail. Putty is sold at $1.25 for 
124% lb. and $2.25 for 25 lb. Sandpaper is 
sold at 30 and 10 off list. Shellae is lower 
in price. Cheaper grades are sold at $3.10 
per gal., medium grades at $3.50 and high 
grades at $3.75 per gal. 


Padlocks. — Effective on Thursday, 
April 7, makers of many of the more 
popular grades of padlocks made an 
average reduction of about 10 per cent 
in prices. 

Poultry Netting and Wire Cloth.— 
The demand is already very heavy for 
these goods, in spite of the fact that 
the season has just started. There is 
a scarcity in the supply of wire cloth, 
and makers are behind in shipments. 
Prices are firm, netting wire galvanized 
after weaving is 45 per cent off list, 
and galvanized before weaving 50 per 
cent off list. 

Sash Weights.—There has been an- 
other reduction in prices, jobbers now 
quoting about $45 to $50 per ton, for 
delivery from store. 


Sheets.—The demand for high grade 
sheets for automobile sheets is better 
than for some months, this reflecting 
the improved conditions in the auto- 
mobile trade. In the lower grades of 
Sheets demand is quiet, and prices are 
weak. As a rule, sheet mills are oper- 
ating to only about 30 per cent of ca- 
pacity, the sheet mills of the subsidi- 
aries of the Steel Corporation running 
to about 40 per cent. All the mills 
are anxious for business, and are will- 
ing to make low prices to get orders. 


Black sheets, box annealed, range from 
3.75e. to de. at mill. in large lots, while 
galvanized range from 4.75c. to 5.70c., the 
latter being the price of the American 
Sheet & Tin Plate Co., in large lots to 
leading consumers. Jobbers charge the 


usual advances over these prices for small 
lots from store. 


Steel Tape Lines.—The Lufkin Rule 
Co., Saginaw, Mich., has just announced 
reductions of 5 to 10 per cent in prices 
on its full lines of steel tape measures. 

Wagon Umbrellas.—Prices are lower 
than last year. Jobbers now quote 
$2.50 each on the same umbrella that 
sold at $3.25 last year. 

Washing Machines.—The Pittsburgh 
Gage & Supply Co., Pittsburgh, maker 
of electric washing machines and elec- 
tric ironers, has made considerable re- 
ductions in prices on these goods, and 
jobbers are also quoting lower prices 
to the trade. 


The Gain-a-Day washer with wringer, No. 
1 size, is now quoted to the consumer at 
$160, this price being for the copper tub, 
while with the galvanized tub the price 
is $135. The electric ironer, electrically 
heated, and with 46-in. roll, is $290, and 
the same size, gasoline heated, is $195 each. 
All these prices are f.o.b. Pittsburgh. 

Window Glass.—Prices have been re- 
duced about 10 per cent. Single 
strength all grades, is now quoted at 
81 per cent off; double strength, A 
grade, 82 per cent off; double strength, 
B grade, 84 per cent off. The demand 
is reported more active than for some 
time. 

Wire Products.—There is a better 
demand for wire nails, plain and gal- 
vanized wire. One jobber recently was 
entirely out of the 8d wire nails, and 
was urging the mill for shipments. 
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Prices are firmer, and it is believed 
that wire nails and wire are probably 
as low as they will go. 

The independent mills are quoting 
bright nails and plain annealed wire at 
$3 per 100 lb. at mill, and cement 
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coated nails at about $2.60 at mill, 
these prices being for carload or larger 
lots to the jobbing trade. Jobbers are 
charging from $3.40 to $3.50 for wire 
nails in small lots for delivery from 
store. 


CINCINNATI 


Office of HARDWARE AGE, 
604 Mercantile Library Bldg., 
Cincinnati, April 9, 1921. 

HE demand for seasonable goods is 

reported as very much improved 
and both jobbers and dealers, in view 
of general conditions, are satisfied with 
the volume offering. The month of 
March was a very satisfactory one and 
while sales did not quite reach the same 
figures as last year the tonnage was 
just as heavy. 

Wire jobbers report that March was 
one of the best months in their history 
and had the demand for nails been any- 
thing like it should be at this season all 
previous records would have _ been 
broken. So great was the demand for 
wire cloth and poultry netting that job- 
bers were forced to ask manufacturers 
to anticipate shipments. There is a 
scarcity of screen cloth in the local 
market and manufacturers report that 
it may be a couple of weeks before they 
are able to make shipments. Some 
jobbers were entirely out of netting for 
several days, but stocks are now in 
good shape. 

There has been a number of price re- 
ductions in the past two weeks but the 
trade generally believes that very few 
more will be received for some time. 
One dealer reports that many of his 
customers, who discuss such matters 
with him, are of the opinion that prices 
on hardware are now very reasonable 
as compared with some other lines of 
merchandise. 

Aluminum Ware.—There is nothing 
new to report in regard to aluminum 
ware. Sales continue in fair volume 
and prices are holding steady. 

Auto-Coaster Wagons.—A decline of 
approximately 10 per cent is registered 
in auto-coaster wagons. 

Jobbers quote: No. 0, $4.70 each; No. 1, 
$5.50 each: No. 2, $6 each; No. 3. $6.65 each; 
No. 4, $7.50 each. 

Automobile Accessories.—The acces- 
sory business has opened up nicely and 
the general line is moving very well. 
There are no particularly bright spots 
as yet, but within the next 30 days 
jobbers anticipate a big business will 
develop. While some price changes are 
being received the general tone is firm. 
Some interest is now being manifested 
in tires and it is expected that this 
season will be one of the largest ever 
experienced. There has been very 
little buying since last fall and the 
backed up demand is said to be very 
heavy. New prices have been received 
on several articles on which jobbers 
quote as follows: 


Tire tape after reaching a high mark of 
60c. a pound is now quoted at 45c. a pound. 
Indianapolis five-year guaranteed foot 
pumps are now quoted at $2.60 each. 
Pep Valve Grinding Compound in 4-oz. 





cans, 45c. a can; 8-oz. cans, 75c. a can. 
Bullet Type fender parking lamps are 
now quoted at $1.50 each. 
~~ spot lights are selling at $4.25 
each. 


Builders’ Hardware.—There is no 
change in the situation and business 
conditions are very fair. Quite a num- 
ber of new subdivisions are being 
opened up and building is expected to 
be fairly steady throughout the year. 
The report of the Cincinnati Building 
Commissioner for the month of March 
shows that permits were taken out for 
97 new residences as compared with 31 
for the same period last year. This is 
an increase of 300 per cent; 1754 per- 
mits were taken out for repair work 
during the month. Both jobbers and 
dealers feel that in this line at least 
the present year will eclipse any other 
since 1910. No price changes are re- 
ported. 

Brass Head Nails.—A reduction of 
10 per cent has been made on brass 
head nails and jobbers have changed 
their quotations accordingly. 

Bolts and Nuts.—There is still a fair 
demand for bolts and nuts and on some 
sizes at least stocks have been ex- 
hausted. A report was current two 
weeks ago that a reduction of approxi- 
mately 10 per cent would be made on 
bolts and nuts, but this has been con- 
fined to only one manufacturer. Other 
manufacturers state that it is abso- 
lutely impossible for them to make any 
further reductions and that they do not 
intend to do so. The local demand for 
bolts and nuts is fairly good and job- 
bers are able to take care of it from 
their present stocks. No price changes 
have been made and jobbers continue 
to quote: 


Machine bolts, small sizes, 50 and 10 off; 
larger sizes, 45 and 10 off. Carriage bolts, 
small sizes, 45 and 10 off; larger sizes, 40 
and 10 off. Stove bolts, 70 and 10 off. 
Semi-finished nuts, small sizes, 70 off; 
larger sizes, 59 and 10 off. 


Cutlery.—Some reductions have been 
made on pocket knives, but table cut- 
lery is steady at former prices. 


Drills.—The demand for drills is only 
fair at the present time, although an 
improvement is noticed since the first 
of April. Jobbers’ stocks are in good 
shape to take care of all calls. No 
change in prices are‘reported and job- 
bers quote: 


High speed and carbon drills, 45 and 10 
off list. 


Eaves Trough and Conductor Pipe.— 
Contrary to general expectations, prices 
on this line have been further reduced. 
Sales have been very good, and, with a 
continuation of the present fine weath- 
er, are expected to increase greatly. 
The new prices in effect are as follows: 


_28-gage, 5-in. single bead eaves trough, 
$5.10 per 100 ft.; 6-in., $6.20; 28-gage, 3-in. 





April 14, 1921 


corrugated conductor pipe, $4.95 per 100 
ft.; 4-in., $6.60; 5-in., 8.25; 3-in. corru- 
gated conductor elbows, $1.73 per doz 4- 
in., $2.88. 


Files.—A slight improvement is no- 
ticed in sales of files during the past 
two weeks. Stocks are in good shape 
to take care of all demands made upon 
them. Prices are unchanged. 


Jobbers quote all makes of files at 50 and 
10 off list. 

Farming Tool Handles.—The demand 
keeps very steady, a gradual improve- 
ment being noticed each succeeding 
week. Prices have not changed re- 
cently and jobbers quote as follows: 

D shovel handles, $7 per doz.; D spade 
handles, $6.75 per doz.; D manure fork 
handles, $6.60 per doz.; D spading fork 
handles, $6.60 per doz.; D ditch spade 
handles, $7.60 per doz.; D scoop handles, 
$7 per doz.; long hay fork handles, 5% 
ft.. $4.85 per doz.; 6 ft., $6.35 per doz.; 
7 ft., $9.50 per doz.; bent hay fork handles, 
5 ft., $4.85 per doz.; 5% ft., $5.75 per doz.: 
6 ft., $7.25 per doz.; long manure fork 
handles, $4.25 per doz.; socket hoe handles, 
$3.25 per doz.; cotton hoe handles, $3.25 
per doz.; planter hoe handles, 1%-in., 
$4.60 per doz. The above prices are all 
for extra quality handles. 

Garden Tools.—There is quite a de- 
mand for garden tools and sales during 
the past two weeks have been very good. 
Rakes and forks are particularly active. 


No price changes are reported. 
Garden Hose.—Some interest is be- 
ing manifested in garden hose and it is 
expected that sales will be normal this 
season. There are no price changes of 
consequence and jobbers are quoting: 


Leader Brand, %-in., five-ply, 10%c. per 
ft.; %-in.. same, 12%c. per ft Red hose, 
\%-in., seven-ply, 15c. per ft.; %-in., same, 
l7c. per ft. 


Galvanized Ware.—Another reduc- 
tion has been made in prices of galva- 
nized ware. This amounts to approxi- 
mately 124, per cent. Galvanized ware 
is moving steadily and stocks are in 
good shape. The new prices follow: 

Galvanized pails, 10-qt., $2.50 per doz.: 
12-qt., $2.80; 14-qt., $3.20; 16-qt., $4. Gal- 
vanized tubs, No. 0. $6 per doz.; No. 1, 
$7.20; No. 2, $8.40; No. 3, $9.60 

Glass.—Sales of window glass have 
been particularly brisk up to the pres- 


‘ent time, but a strike of the glaziers 


union for an increase of 10c. an hour in 
wages is expected to have a depressing 
effect for the time being. The wage 
situation is rather peculiar. After 
signing an agreement last year calling 
for a wage scale of 65c. an hour, the 
glaziers later repudiated it and de- 
manded a flat 90c. an hour. The em- 
ployers granted the increase. The men 
are now demanding an additional 10c. 
an hour bringing their wages up to $1 
an hour, but the employers have de- 
clined to grant it and will stand firmly 
for the old rate. Prices on glass were 
reduced to approximately 20 per cent 
following a cut made April 1 by the 
glass manufacturers. The new prices, 
effective April 5, are as follows: 


Window glass, single strength \. all 
sizes, 81 per cent discount: double strength, 
all sizes, 83 per cent discount. Plate glass, 


75 and 10 per cent discount 

Ice Cream Freezers.—There is a fair 
demand for ice cream freezers, al- 
though business has not yet opened up 
on a large scale. No price changes 
have recently been reported. 

Jobbers quote Acme ice cream freezers, 
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2-qt. size, $12 per doz.; 4-qt. size, 


doz. 

Lawn Mowers.—Sales continue to im- 
prove and with the present fine weather 
continuing it is expected that the de- 
mand will further increase. Stocks are 
in good shape to take care of present 
needs. No price changes are reported, 
jobbers quoting: 


Common lawn mowers, 12-in., 
14-in., $6.25 each; 16-in., K 
Medium grade ball-bearing, 
each; 16-in., $9.75 each; 18-in., " 
High grade ball-bearing, 16-in., $14.25 each; 
18-in., $14.75 each; 20-in., $15.25 each. 


Lawn Swings.—Interest is being 
manifested in lawn swings and these 
are commencing to move. Prices are 
unchanged. 


Nails.—The demand for nails is not 
as heavy as customary at this season 
of the year. Jobbers’ stocks are in 
good shape to take care of all demands. 
Some price changes have been made 
since last report and jobbers are now 
quoting: 

Wire nails, $3.60 per keg base. Cut nails, 


$6 per keg base. Cement coated nails, 
$3.20 per keg base. 


Picture Wire.—A reduction of ap- 
proximately 20 per cent in the price of 
picture wire has been put into effect 
by local jobbers and they are now quot- 
ing this item at 75 and 5 off list. 

Sash Cord.—Jobbers’ quotations on 
sash cord have settled to 3lc. per lb., 
which is the price now in effect. Sales 
are fair. ; 

Sash Weights.—There is nothing 
new to report in sash weights. The 


$20 per 


$6 each; 
50 each. 
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demand is fair and prices unchanged. 


Jobbers quote sash weights at $3 per 100 
lbs. 


Screws.—The demand continues fair 
for screws of all kinds. No price 
changes have been received and jobbers 
quote: 

Machine screws, all sizes, 70 per cent off; 
cap screws, 45 and 10 per cent off; set 
screws, 50 and 10 per cent off; lag serews, 
50 and 10 per cent off; wood screws, 70 and 
20 per cent off. 


Steel Sheets.—Local jobbers have re- 
duced their prices on steel sheets and 
are now quoting: 


28-gage black sheets, 5.50c. 
gage galvanized sheets, 6c. per Ib. 


Wire Products——The demand has 
been extremely good for wire products 
of all kinds. Some jobbers report that 
their stock of poultry netting was prac- 
tically cleaned out during the latter 
part of March and they were forced to 
instruct mills to hustle shipments. 
There is at the present time a shortage 
of wire cloth in this market. Some 
price changes are reported, but as a 
general thing quotations are the same 
as those prevailing last fall. 


Jobbers quote: Poultry netting, galvan- 
ized before and after weaving, 45 per cent 
discount. Black painted wire cloth, 12- 
mesh, $2.40 per 100 square ft; 6-in., 4-pt. 
cattle wire, $4.05 per 80 rod spool. No. 9 
annealed wire, $3.60 per 100 Ibs. 


Cotton Waste.—A reduction of ‘4c. 
per pound has gone into effect on cot- 
ton waste and jobbers are now quot- 
ing: 

White cotton waste, 17c. lb.; best colored 


cotton waste, lic. lb. The above prices are 
for bale lots. 


per Ib.; 28- 


TWIN CITIES 


3725 Colfax Avenue South, 
Minneapolis, Minn., April 5, 1921. 
‘YENERAL business conditions show 
no particular improvement over 
last week. Everyone is expecting busi- 
ness to start but is waiting for the 
“other fellow” to do it. 

Jobbers and dealers selling automo- 
bile supplies and accessories note con- 
siderable improvement in this line. 

Indications are that a _ revival of 
business in this district will not take 
place as early in the year as antici- 
pated by some, and may be delayed 
until well towards fall. 

Hardware prices show remarkably 
few changes during the past few weeks. 


Builders’ Hardware.—This territory 
seems well on the road to recovery in 
building activities, especially as far as 
small homes are concerned. There are 
also a number of schools being erected 
and bids called for on others. Prices 
on builders’ hardware have declined 
from 20 to 25 per cent from last sea- 
son’s prices. 


Axes.—There is’ very little demand 
for this line but prices remain firm. 
Stocks are in good condition. 

We quote from local jobbers’ stocks: 
Single bit, $17.25 per doz., base weights; 
double bit, $22 per doz., base weights. 

_ Brads.—The sales continue to show 
improvement as building work gets un- 
der way. Jobbers’ stocks are in good 


condition. Prices remain as last 
quoted. 
We quote from local jobbers’ stocks: 


75 per cent from standard lists. 

Bolts.—The demand for bolts shows 
very little improvement. From being 
one of the most active items it has 
fallen to one of the slowest. This con- 
dition, however, will improve along 
with improved manufacturing condi- 
tions. 

We quote from local jobbers’ stocks: 


Small carriage bolts, 40-10 per cent; large 
carriage bolts, 45 per cent; small machine 


bolts, 50-10 per cent; large machine 
bolts, 50 per cent; stove bolts, 65-5 per 
cent; lag screws, 50-10 per cent. 
Churns.—There is a _ slightly in- 
creased demand for churns. A fair 


amount of business is expected. Prices 
remain firm. 


We quote from local jobbers’ stocks: 
Belle churns at 45 per cent from standard 
lists. 


Eaves Trough and Conductor Pipe 
and Elbows.—This line shows a grad- 
ual improvement as the spring season 
opens. Most of the sales are for re- 
pairs at present. Prices remain as last 
quoted. 


We quote from local jobbers’ stocks: 
Eaves troughs, 28-ga., 5-in. lap joint, single 
bead, $6 per 100 ft.; conductor pipe, 28-ga., 
corrugated, 3-in., $6 per 100 ft.; elbows, 
3-in., corrugated, $1.72 per doz. 


Files.—Sales are very light, but show 
some improvement. Stocks are in good 


condition. Prices remain firm as last 
quoted. 
We quote from local jobbers’ stocks: 
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Nicholson files, 50-10 per cent from list; 
Riverside, 50-10-5 from list 

Galvanized Ware.—Demand contin- 
ues of small volume. Jobbers’ stocks 
are only fair. An improvement in 


sales is. expected. Prices remain firm 


as last quoted. 


We quote from local jobbers’ stocks: 
Standard No. 1. galvanized tubs, $8 per 
doz.; standard No. 2, $9 per doz.; standard 
No. 3, $10.50 per doz.; heavy galvanized, 
No. 1, $20 per doz.; heavy No. 2, $21.50 per 
doz.; heavy No. 3, $23 per doz.; standard 
10-qt. galvanized pails, $2.80 per doz.; 
standard 12-qt., $3.08 per doz.; standard 


14-qt., $3.45 per doz.; standard 16-qt. stocks, 
$5.25 per doz.; standard 18-qt. stocks, $6.10 
per doz. 


Glass and Putty.—Sales are fair and 


show some improvement. Prices re- 
main firm as last quoted. 

We quote from local jobbers’ stocks: 
Single, 76 per cent; double, 78 per cent from 
lists. Putty, $5.15 per cwt., commercial in 
bladders. 

Hose.—No_ retail demand as yet. 


Dealers should put stecks in shape for 
fair amount of business. Prices re- 
main as last quoted. 


We qucte from local jobb-rs tocks 
Competition, %-in., 3-ply, 1l0c. per ft 
ply, rubber, %-in., 14c. per ft %-in, cot- 
ton, 13%c. per ft. 


Ice Cream Freezers.—Very few sales 
of freezers are being made. Price re- 
mains high, but no decline is looked for 
this season. 

We quote from local jobbers te 
4-qt. White Mountain, $5.78 each 
White Mountain, $9.45 each 

Lawn Mowers.—Dealers are now get- 
ting in their shipments on orders placed 
last fall. There appears to be no pos- 
sibility of a decline in price for this 


s qt 


season. Price as last quoted. 
We quote from local jobbers stocks 
Philadelphia lawn mowers, styles, C, EB and 


K, at 25 per cent from list. Riverside, ball 


bearing, at $9.50 each 
Milk Cans.—Sales are of fair volume 
and should show gradual improvement. 


Stocks are not large. Price remains 
firm. 

We quote from local jobbers tocks 
Railroad milk cans, 5-gal., $3.40 each; 8- 
gal., $4.20 each; 10-gal., $4.45 each. 


Nails.—Sales continue to improve as 
building activities increase. Jobbers 
have only a fair stock. Price remains 
firm. 

We quote from local jobber 
Bright wire nails, $4.25 base: cement coated 
nails, $3.90 per keg base 

Paper.—Sales are fairly steady, but 
not of large volume. Should improve 


tocks 


as building season advances. Prices as 
last, 

We quote from local jobbers’ stocks 
F.o.b. Barrett's No. 2 tarred felt, $3.30 cwt. 
Barrett’s threaded felt, 500-ft. rolls, $1.78 
per roll; Slater’s felt, $1.39 per roll. No. 20 
red rosin, 60c. per roll; No. 25 red rosin, 72¢ 
per roll; No. 30 red rosin, 85c. per roll. 


Planters.—Sales continue fair but not 
as large as anticipated. Price remains 


firm. 

We quote from loca bher stocks: 
Acme potato planters and corn planter 
$11.25 each 


Poultry Netting—There is a very 
heavy demand for poultry netting and 
some doubt is expressed that there will 
be sufficient stock to demands. 
Price remains firm. 


We quote from loca 
Hexagon poultry netting 10-10 per ent 
from standard lists 


Rope.—There is somewhat of an 


meet 
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provement in rope sales. Stocks in 
jebbers’ hands are only fair, but ship- 
ments are made promptly by factories. 
No price change. 

We quote from local jobbers’ stocks: 
Pure manila rope at 21%c. per Ib. base; 
pure sisal rope at 16%c. per Ib. 

Sandpaper.—Some improvement is 
noted, but no large volume has devel- 
oped. Price remains firm as_ last 
quoted. 

We quote from local jobbers’ stocks: 
Best grade No. 1 at $7.20 per ream; second 
grade No. 1 at $6.50 per ream; No. 1 Garnet 
paper at $15 per ream. 

Sash Cord.—Prospects for future 
sales greatly improved, but actual pres- 
ent sales are small. Price remains firm 
as last quoted. 

We quote from local jobbers’ stocks: 
Silver Lake No. 8 at 65c. per Ib.; ordinary 
braided cotton, No. 8 at 38c. per Ib. 

Sash Weights.—Sales are very small 
at present, but will improve as build- 
ings under way are completed. No 
price changes. . 


We quote from local jobbers’ stocks: 
$3 per cwt. 


Screen Doors and Windows.—Retail 
sales have not as yet developed, but 
should very shortly. Price remains as 
last. 

We quote from local jobbers’ stocks: 
Common screen doors, $29.40; fancy screen 
doors, $34.80 per doz. Window screens: 
Sherwood adjustable, 24-in., $9 per doz.; 
Wabash extension, 24-in., $7.70 per doz. 

Screws.—Demand is showing a slight 
improvement. Stocks are in good con- 
dition to take care of ordinary demands. 
Price as last quoted. 

We quote from local jobbers’ stocks: 
Flat head bright, 75 per cent; round head 
blued, 70 per cent; flat head japanned, 65 
per cent; flat head brass, 65 per cent; round 
head brass, 62% per cent 

Solder.—Extreme dullness still pre- 
vails in the solder market. Supplies 
are plentiful. Price remains as last. 

We quote from local jobbers’ stocks: 
Half and half solder, 23c. per Ib 

Steel Sheets.—Sales continue of very 
small volume as there is no improve- 
ment in manufacturing conditions worth 


mentioning. 
We quote from local jobbers’ stocks: 
28-ga., galvanized, $7 per cwt.; 28-ga., 


black, $5.85 per ecwt. 

Wheelbarrows.—Business is some- 
what better than a few weeks ago but 
has not developed into any volume. 
Price remains firm. 

We quote from local jobbers’ stocks: 
Fully bolted wood barrow, $42 per doz.: 
No. 1 T tubular steel barrow, $7.50 each; 
No. 1 garden, $5.75 each. ° 

Wire Cloth.—Sales are improving as 
the season opens and there is likelihood 
that dealers who failed to order last 
fall will find it difficult to secure neces- 
sary stocks. Prices are very firm. 

We quote from local jobbers’ stocks 


Black 12 x 12 mesh, $250 per 100 sq_ ft.; 
alumina, 12 x 12 mesh, $3 per 100 sq. ft 

Wire.—Business is developing in this 
line in all kinds of wire, but more es- 
pecially fence wire. Stocks of fence 
wire are not large. Price remains as 
last. 

We quote from local jobbers’ stocks 
Barbed wire, painted cattle, 80-rod spools, 
$3.62: galvanized cattle, $4.18; painted hog- 
wire, $3.88; galvanized hog, $4.46. No. 9 
black annealed wire, $4.35 per ecwt.; No. 9 
annealed galvanized, $5.05 per ewt. 
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LONDON MARKET LETTER 


LONDON, March 24, 1921. 

i Rp are signs of gradual yet 

steady return to more normal con- 
ditions, and the trade between Great 
Britain and the United States of Amer- 
ica which has been so long suspended, 
and which has up to now only been 
resumed in a desultory way, will very 
soon acquire active if not progressive 
conditions. British manufacturers have 
turned their enlarged workshops, and 
the plant which they laid down during 
the war for the manufacture of muni- 
tions, to the peaceful arts of commerce, 
and they are making goods for the home 
market, and also for their American 
kinsmen over the water. The increased 
fraternal relations which were brought 
about by the comradeship which was so 
sincere in many of the battlefields of 
Europe, has made a deep impression 
on Britishers, and especially those 
young men who in the near future will 
be the employers of labor, the master 
traders between the two great English- 
speaking nations. 

In this weekly letter it is the inten- 
tion of the writer to chronicle from 
time to time incidents of trading and 
matters of moment which should be of 
interest to hardwaremen in the United 
States of America. There are dual con- 
ditions, that is to say, processes of 
manufacture in Great Britain which 
affect trading, wholesale and retail in 
the States, and there are the receptive 
conditions in this country which help 
to make the more successful shipping 
of merchandise from America to Great 
Britain. Already American merchants 
are slowly accumulating stocks of 
American goods, and those factors who 
were formerly engaged in distributing 
American merchandise in this country 
are just now beginning in earnest to 
send out their representatives to the 
leading hardware stores with patterns 
of recent developments in American 
hardware. It is well that the makers 
in America should realize that the 
nearer they can follow the accepted 
patterns of machines, tools, and even 
domestic ironmongery, the more likely 
will be their welcome in this country. 
During the spring and summer months 
the demand increases rapidly for gar- 
den tools and outdoor appliances. There 
are some very active agents in this 
country who know well how to handle 
American goods. 

The English maker has still to face 
the all-absorbing question of output, 
reduced by labor troubles. The great 
difference between American and Eng- 
lish methods of production is the re- 
luctance of the latter to increase output 
by substituting better machinery and 
automatic tools whereby the output can 
be increased, notwithstanding shorter 
hours of labor. The mechanic, too, re- 
fuses to assist by getting through more 
work; he wants greater wages without 
doing anything extra for them. That 
adds to the troubles of British makers. 
There is, however. a decided tendency 
to waive older prejudices and to install 
more productive machines and _ tools. 


Here comes the opportunity for Amer- 
ican makers whose labgr-saving tools 
are noted all the world over. 

The coming of spring brings with it 
renewed activity among farmers, and 
the British farmer and agricultural 
implement agent is now actively en- 
gaged in adding to his stock new labor- 
saving machines and implements. In 
consequence of the high cost of manual 
labor on farms and estates there is 
just now a strong tendency on the part 
of agriculturists to buy everything that 
is calculated to save manual labor, and 
to serve as mechanical aids to farming, 
and to the better production of cereals 
and crops. American farm machinery 
has long held an important position in 
Great Britain, and in many of her col- 
onies, and now that freight charges 
are lowered there are indications that 
American machinery will once more be 
welcomed in this country. British 
workmen do not favor implements that 
are supposed to serve many purposes. 
They prefer substantial tools, well fin- 
ished, and light and handy, yet strong, 
qualities which are found in very many 
of the American harvesting tools, for 
which there will soon be a demand. 


Boston Paint Market 


Office of HARDWARE AGE, 
410 Unity Building, 
Boston, April 2 


IXED paints are selling much more 
M 


freely, according to the wholesale 
paint houses here. Strange as it may 
seem on the surface, the building strike 
situation has helped rather than hurt 
the paint business. There is nothing 
in the union rules which prevents a 
union painter from going out and tak- 
ing on work for himself,.and so many 
of them have been out of employment 
they are doing more and more inde- 
pendent soliciting. Then again, there 
are many people out of employment 
who can afford to paint their homes, 
who are doing so themselves. Retail 
hardware stores have been good buy- 
ers of mixed paints of late and have 
materially helped in swelling the total 
amount moving out of local wholesale 
stocks. 

Vigorous steps are being taken to 
make the clean-up and paint-up move- 
ment this year the most successful 
ever. In addition, the Home Beautiful 
Exposition to be held in Mechanics 
Building, Boston, April 16 to 30, in- 
clusive, is to be the biggest thing of its 
kind ever pulled off. These and other 
methods used to keep the public versed 
in paint market developments unques- 
tionably will result in a continued heavy 
consumption of mixed paints for some 
months to come. There still remains 
a great many houses throughout New 
England sadly in need of paint and 
dealers in these localities are doing 
their utmost to interest the home own- 
ers in advantages to be gained by 
painting. 

Labor troubles are not local. As 8 
matter of fact there appears to be 4 
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gradual tendency throughout New Eng- 
land to make a readjustment in the 
wages of labor. The master house 
painters association of New Haven, 
Conn., is among the latest to make 
such a movement. They have, effective 
yesterday, made a reduction from $1 
to 80c. an hour in wages of employees. 
At the same time the master painters 
made a reduction of 33 1/3 per cent in 
rates for all painting jobs. 

Dry Colors.— Prices remain un- 
changed. Business is quiet, due to the 
fact that people are more inclined to 
buy mixed paints than to do their own 
mixing of colors, they figuring it is 
cheaper to do so in the long run. 


Prices, in less than barrel lots, from job- 
bers’ stocks, per Ib. are reported.,as strong, 


but unchanged, as follows (figures in 
cents): 

Metallic brown.... Gilders ..ccccccce 3 
Yellow ochre ....3% Dry zinc ........ 15 
Venetian red ..... 3 Lampblack, pkgs..27 
Ultramarine blue..26 Umber ........ 10-12 
P. green, pkgs....48 Sienna ........ 18-22 


Lead.—The undertone of the market 
is sentimentally steadier, due more to 
the fact the American Smelting & Re- 
fining Co. has advanced its price on pig 
lead from 4c. to 4.10c. per lb., rather 
than any material increase in the de- 
mand. On to-day’s basis of prices a 
12% lb. keg of lead costs $1.69, a 25-lb. 
keg, $3.32 and a 50-lb. keg $6.63. 


Based quotations on lead, in 12%, 25, 50 
and 100-lb. kegs follow (figures in cents) : 


12% lb. 25-501b. 100 Ib. 
White, oil 13% 13% 13 
White, dry 13% 13% 13 
Reg, OH oscets 14% 14 13% 
Red, GFF co ccee 13% 13% 13 


Oils, Ete.—The turpentine market 
has continued to work lower since last 
reports, it being 6c. a gallon weaker. 
Linseed oil has held up well, although 
it is quoted lc. a gallon lower than it 
was a fortnight ago. Denatured alco- 
hol has taken another drop, this time 
12c. a gallon, it now being on a 50c. 
basis. 


Local jobbers’ prices on oils, ete., per 
gallon, follow: 

Oils Alcohol, etc. 
Castor ........$1.30 Denatured .....$0.50 
CPM csc ecs : ».... eee 1.90 
ee ee 1.15 Gasoline -33-.36 
Ee eee 93 Benzine ..... .33-.36 
Neatsfoot ...... 1.25 Turpentine .... .80 


Shellac.—The market is softer and 
lower in other cities than it is here. 
This in a measure is explained by the 
fact that local paint houses are buying 
only enough gum to fill orders and 
naturally are not following New York 
market fluctuations as closely as they 
do under normal conditions. The 
chances are, however, there will be a 
readjustment of local shellac gum 
values before the close of another week. 


Shellac 
ordinary 


We quote from jobbers’ stocks: 
gums, light orange, 90c. per Ib.; 
orange, 70c.; white bleached, 80c. 


Sundries —- With the advent of 
warmer weather there was a noticeable 
falling off in the demand for putty. 
Paint removers are selling in normal 
quantities, as are sundries in general. 
Prices are reported as steady and un- 
changed all down the line. Local job- 
bing prices on sundries follow: 


_ Putty (best), in 125-lb. drums, 8c. per 
Ib commercial putty (in drums), 6c.; 
paint removers, $2.50 list: oxalic acid, 30c 
per Ib 
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Varnishes.—Shellac varnishes have 
taken a still further drop, this time 20c. 
a gallon, and making $1 a gallon since 
Feb. 1. The weakness of the market 
is based to a large extent on the slump 
in prices for raw materials. The de- 
mand for varnishes is fairly good, all 


things considered, but it has not in- 
creased in proportion with that for 
mixed paints. 

Waxes.—Aside from the fact that 


the demand for waxes is not as good 
as it usually is at this season of the 
year, the market is without special fea- 
tures. Prices hold steady as follows: 


Floor waxes, 45c. to 50c. per Ib. ; 
waxes (in cakes), 10c. Ib.; 
Ib. cakes), 15%c.; best 
cake. 


paraffin 
parawax (in 
beeswax, 55c. per 


Cincinnati Paint Market 
Office of HARDWARE AGB, 
603 Mercantile Library Bldg., 
Cincinnati, April 9, 1921. 
CCORDING to reports from job- 
bers and dealers, this year is go- 
ing to be one of the biggest the paint 
business has ever experienced. Some 
of the reasons advanced for this are 
that during the past few years very 
little painting work was done, and this 
year, with so many men employed only 
part time, advantage is being taken of 
the opportunity to put properties in 
first class condition. 

The feature of the week in paint cir- 
cles was the strike of approximately 
800 union painters for an increase from 
87l%c. to $1 per hour in wages, and 
some adjustments in the working con- 
ditions, particularly with regard to the 
use of spraying machines. The em- 
ployers absolutely refuse to meet the 
demands of the men for wage increases 
and undoubtedly will refuse to have 
any further dealings with the union. 
From this time on, as far as the paint- 
ing industry is concerned, the intention 
is to make Cincinnati an “open shop” 
city. The general public is at a loss 
to understand why a wage increase is 
necessary at the present time, as costs 
of living have substantially declined 
since last fall. About the only reason 
advanced by the union leaders in sup- 
port of the demand is that one or two 
other cities in the State are paying 
painters $1.25 an hour, and they cannot 
see any reason why this cannot be done 
in this city. Jobbers and dealers are 
not very much concerned over the situ- 
ation, as it undoubtedly will mean more 
business for them from people who will 
undertake to do their own work rather 
than pay the high prices which will re- 
sult if the painters succeed in gaining 
their ends. 

Brushes.—Sales are very good 
prices are holding steady. Some job- 
bers are inclined to the belief that if 
any changes are made they will be in 
the nature of an advance. In the mean- 
time they quote from stock as follows: 

Paint brushes, black Chinese bristles, red 


polished handles, nic hound, 2%. 
$5.15 per doz.; 3-in., per doz 4-in 


kel 
$6.75 


-if 


$12 per doz.; 4%-in., $17.50 per doz 
Lead.—Sales are reported steadily in- 
creasing. No price changes are re- 


and 
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ported and none are expected to de- 
velop. Jobbers quote: 


White and red lead, in 100 to 300 Ib. kegs 
13c. Ib. discount of 10 per cent is given 
on lots of 500 Ibs. or over 


Linseed Oil.—Sales have been brisk. 
Prices continue to fluctuate, but during 
the past week have been fairly steady 
at 70c. to 72c. per gallon. 

Mixed Paints.—Jobbers report that 
the demand for mixed paints is improv- 
ing steadily. Dealers’ stocks have been 
pretty well liquidated, and they are or- 


dering for their spring needs with 
greater freedom. Prices are firm as 
follows: 

Best grades. house paints, $3 to $3.50 
per gal. Medium grades, $2.75 to $3 per 
gal Medium grade floor paints $2.75 to 
$2.90 per gal Floor varnishes in regular 
shades, $3.80 per gal 


Turpentine.—The turpentine market 
is stiffening, and while prices are in- 
clined to fluctuate the range is nar- 
rower. The market to-day is approxi- 
mately 10c. per gallon higher than two 
weeks ago, jobbers quoting turpentine, 
in single barrels, at 75c. per gallon. 


Chicago Paint Market 

Office of HARDWARE AGE, 

Chicago, April 2, 1921 
AINT sales show an increase over 
two weeks ago, but are still notably 
less than the quotas set by manufac- 
turers. Lower prices are said to be 
impossible while present basic 

rial prices rule. 

The following quotations are whole- 
sale f.o.b. Chicago: 

Linseed Oil.—One barrel lots, raw, 
80c. gal.; boiled, 82c. gal.; five barrels 
or more, 76c. gal raw, 78c. gal. boiled. 

Turpentine.—In barrels, 67c gal. 

Denatured Alcohol.—In barrels, 60c. 
gal. 


mate- 





White Lead.—Strictly pure standard 
brands, 13c. Ib. in 100 lb. kegs. 

Dry Paste.—In barrels, 7'%c. lb. 

White Shellac.—Pure, first 
goods, in gallon cans, $3.25 gal. 

Orange Shellac.—(4 Ib. 
gallon cans, $2 gal. 


quality 
goods) in 


English Venetian 
$3.75 up per 100 lbs. 


Red.—In 


barrels, 


Cleveland Paint Market 


Office of HARDWARE Act 
938 Guardian Buildir 
April 4, 1921 

* Prarie ge deere in the local paint mar- 

A ket show some improvement. Re- 
tail sales have been stimulated by 
weather conditions and retailers report 
a fair volume of business. Retail deal- 
ers are also buying a little more freely 
but are keeping their stocks rather low. 
Jobbers report an improved demand for 
automobile paints, stains, colors in oil 


and varnishes. Paint prices are un 
changed. 

Jobbers quote best grades of mixed pain 
at $3 per gal. for colors and $3.25 for whits 


Brushes.—The demand for paint and 


varnish brushes has become quite ac- 
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tive. Many retailers deferred placing 
orders during the winter and are now 
buying to replenish their stocks. Deal- 
ers are recommending to retailers that 
they purchase brushes to cover their 
requirements up to July 1, as a price 
reduction is not expected before that 
date. 

Linseed Oil.—Linseed oil prices have 
further declined and the market is not 
firm. Large stocks are in the hands of 
manufacturers, owing to the fact that 
deliveries have been held up. 


We quote linseed oil at 72c. per gal. for 
raw oil and 74c. per gal. for boiled oil, in 
bbl. lots. 


Turpentine.—Local turpentine prices 
have declined 10c. per gal. since our 
last report. This sharp cut is largely 
due to a 7c. reduction in the differential 
between Savannah and _ Cleveland 
prices. A further drop of 3c. per gal. 
in the Savannah price is noted. The 
demand is fair. 


We quote turpentine at 67c. per gal. in 
bbi. lots. 


White Lead.—The white lead market 
is firm with no change in price. The 
demand is fair. 


We quote best grades of white lead at 
13c, per Ib. in 100-lb. kégs. 


TRADE NOTES 


Republic Iron & Steel Co., Pitts- 
burgh, advanced prices $2 a ton on 
bars, plates and structural steel, April 
8, which has been followed by several 
of the other large independent steel 
companies in the Pittsburgh and 
Youngstown districts. 

It is reported that other independent 
steel companies will fall into line with 
the Republic advance, and that within 
a short time prices will be stabilized 
throughout the independent branch of 
the industry. 

The new prices bring bars up to 
$2.10 and plates and shapes to $2.20. 
Previous prices varied between $1.80 
and $2 on bars, and $1.90 and $2.10 on 
plates and shapes. 








Joseph S. Lehman, president of the 
Arrow Toy Mfg. Co., Camden, N. J., 
died recently. He is survived by his 
widow. 

James B. Ludlow recently bought out 
the stock held by Mr. Lehman and will 
now succeed to the presidency of the 
company. 


Publicity for Retailer 


(Continued from page 92) 
cessful completion. Note in the 
sample layout there are used a two- 
line heading, a one-line center dis- 
play, two-line firm name and address 
and a price display at close of bot- 
tom portion of the copy. 

Next indicate the size type desired 
for the body or reading portion of 
the ad and show where body type is 
to be placed by indicating square or 
oblong spaces as has been done in the 
sample layout. 

To ascertain the dimensions of 
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these copy spaces or blocks as they 
are termed by the compositor, count 
the number of words in your copy 
and refer to the tables reproduced 
in connection with this article which 
show the amount of space required 
for a given number of words in vari- 
ous sizes of type, either solid or 
leaded; that is, type lines set together 
without any leads or separating 
strips of metal and type lines sepa- 
rated with leads 2 points or 2/72 
inches in thickness. 

For example, supposing your copy 
contained 126 words. By referring 
to Table I you find that 126 words 
occupy approximately 6 square inches 
of your space set in 10 point type 
set solid, or 4 square inches set in 8 
point solid, or 8 square inches set in 
12 point solid. If you wish the mat- 
ter “leaded” or opened up with 2- 
point leads to make it more easily 
read, refer to Table II. As the leads 
occupy some little space, you find 
that your copy space area is in- 
creased. For instance, 126 words set 
in 10 point leaded occupy about 8 
square inches, or about 6 square 
inches in 8 point leaded or about 12 
square inches set in 12 point leaded. 

The figures in these tables are 
based on matter having few, if any, 
paragraph breaks. When paragraph 
breaks occur often, more especially 
when set in wide measure, fewer 
words will be required to fill a given 
space. 

After a little practice you will 
know instinctively about how much 
copy to furnish for a given space, 
though it is best to rely upon the 
tables, thereby being as accurate as 
possible in your estimates. This ac- 
curacy will make a considerable sav- 
ing in your newspaper space, as you 
will know just how much matter to 
furnish for the space you are using 
thereby preventing overrunning or 
increasing of space to fit copy. 

If you desire any words or lines in 
the copy set in heavy-faced type— 
simply underline them and write 
bold face in the margin. If you sim- 
ply underline them they will be set 
in italic. 

Suggestions 

Leave plenty of white space in 
the ad. 

Don’t crowd copy against border 
or cut. 

When copy is divided into sepa- 
rate portions, each portion should be 
marked with a letter and the copy 
squares in the layout marked as has 
been done in the sample layout, so 
that the printer will know where to 
place each portion of the text matter. 

When you have finished such a 
layout as we have shown you how to 
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make, you will have drawn out a 
guide that will be intelligible to any 
printer and which will insure your 
ad an effective setting. Practice 
will enable you to make these lay- 
outs easily and quickly. 





“Paint Your House” 


(Continued from page 100) 
a “Two for One Dollar” sale. Every 
person in the community and sur- 
rounding sections read the story of 
this opportunity to buy necessary 
articles at a saving. The story was 
told to 50,000 people according to 
the circulation reports of the papers. 
The local Post Office census shows 
40,000 population under its juris- 
diction so that the duplication was 
slight. 
The Plan Was Effective 


The plan was very simple for a 
dollar a pint of any kind of paint 
and one brush to suit the require- 
ments of the customers could be 
bought, or a can of paint and a bot- 
tle of turpentine. The actual sav- 
ing affected to the buyer was not in 
excess of ten cents in any combina- 
tion but the psychological effect of 
the paint can and a brush over it 
placarded as selling for one dollar 
was both a revelation and a shock. 
Nat Lubash figured that the slogan, 
“Two for One Dollar’ would arrest 
attention but he never realized that 
it would fill his store with custom- 
ers and that is just what it did. The 
idea was not restricted to paint for 
the lady of the house could buy for 
one dollar a standard make floor mop 
and a can of floor wax polish in com- 
bination. For the same price a gal- 
lon can of auto oil and a small can of 
cup grease could be bought. Many 
other combinations wére offered. 

To get back to paint—there were 
offers of a can of paint remover and 
a can of paint, a bottle of shellac and 
a suitable brush, a set of two 
brushes, a can of enamel and a can 
of flat paint. 

The first announcement was in the 
daily paper in the Thursday issue. 
Friday morning people came in and 
bought two or three combinations, 
went home and told their friends 
who were down the next day. The 
sale was supposed to have lasted un- 
til the Thursday following but sev- 
eral letters from nearby Long Island 
towns requesting that orders be ac- 
cepted now for delivery the follow- 
ing Saturday prompted a revised an- 
nouncement that the sale would con- 
tinue until the end of the second 
week. One letter was written from 
Patchogue, which is exactly fifty-six 
miles away. 
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Selling the Architect and Builder 


OLLOWING the policy established last 
year, a large proportion of McKinney 
advertising in 1921 is being directed to archi- 
tects and builders. This advertising is hav- 
ing a marked effect. The big buyers of hinges 
are being guided more and more by the name 


McKinney. 


The great mass of hinge users and buyers 
is being reached through The Saturday Even- 
ing Post, The Literary Digest and System. 
McKinney advertising in these publications 
stimulates sales and constantly keeps the 
name McKinney before the public. 


Also manufacturers of garage 
and farm building door-hard- 
ware, furniture hardware and 
McKinney One -Man Trucks. 
These McKinney One-Man 
Trucks eliminate the need of 
extra helpers and cut trucking 
costs in half. 


To back up this national advertising, 
McKinney is ready to help the hardware 
dealer in his immediate territory. Send for 
counter display cards. Let your customers 
know McKinney products are on your shelves. 
Use McKinney booklets and folders for 


monthly statements and mailings. 


Let us send you a series of general hard- 
ware advertisements for your local news- 
papers. Ample space is provided in each of 
these for prominent display of your name 
and address. All this material will be for- 
warded upon request. 


MCKINNEY 
Hinges and Butts 


McKinney MANUFACTURING Co., Pittsburgh. Western Office, State-Lake Bldg., Chicago. 


Export Representation. 


























Products Being 


Scientifically Constructed Wash- 
board Saves Labor 


It may be splendid exercise to give 
the weekly wash a good old-fashioned 
rub on the old-style washboard, but 
the average housewife will be quick to 
agree that a board that saves labor is 
the one she wants and must have. The 
Bear Easy washboard is constructed 
along scientific lines to make the work 
less and the results better. It is a prod- 
uct of the Hardware Products Co., 265 
East Gay Street, Columbus, Ohio, who 
say that it will make the clothes last 
longer and make them much cleaner. 

There are exactly 720 cups which 
hold thé soap suds and 720 projecting 
ledges which reach into every wrinkle 
of the clothes. They flood every soiled 
spot with suds and loosen the dirt in- 
stantly. The enlarged section shown in 
the illustration shows clearly the re- 
markable rubbing surface afforded on 




















Rear Easy Wash Board 
Note the Enlarged Section 


this board. The process used in bring- 
ing about this special feature is said 
te be an exclusive feature with this 
board. 








































Placed on the Market by Hardware Manufacturers 


As there are many more rubbing 
points on the Bear Easy there are far 
less rubs required. Less time is taken 
in turning the garments over and 
around to reach every part. Not so 
many dips in the water are necessary; 
the cups hold the suds and suck them 
out of the clothes again with the 
loosened dirt. The rubbing surface is 
of punched brass sheet. 


One Piece Sink Scoop 
Proper sanitation in the kitchen re- 
quires first of all a clean and whole- 
some sink, which is only possible by 
constant care and attention being given 

















Scopo Sanitary Sink Scoop 


to the removal of foreign matter that 
leaks through the sieve-like sink 
strainer in use in most American homes. 
For this purpose the Scopo Mfg. Co., 
393 High Street, Newark, N. J., has de- 
signed and offers to the trade the Scopo 
sanitary sink scoop, said to be very 
efficient in sink clearing. 

The Scopo is stamped from a single 
piece of metal and cannot come apart. 
There are no rivets, bolts or rubber 
and no crevices to become clogged with 
germs and grime. It is thoroughly 
cleaned in a few moments by placing it 
under running water. 

Because of its scientific construction 
this scoop instantly drains the water 
from tea leaves, vegetable parings, etc., 
and does not require the user to press 
out the water with the hand or separate 
sink brush. 


Electric Egg Beater 
Electricity, often termed “the willing 
servant,” will now beat eggs, mix salad 





dressings and whip cream and perform 
all the other services of the hand- 
turned egg beater without the actual 
manual labor, if such it may be called. 
The Kollins Kitchen Kraft, 501 Monad- 
nock Block, Chicago, offer the trade the 
Kollins electric egg beater. With it the 
housewife has but to connect up with 
the house light circuit, turn on the 
juice and hold the beater in the bowl. 
The Kollins beater is fitted with a 
Hamilton-Beach motor and a control 
lever which starts, stops and regulates 
the speed of the paddles as required. 
The gears and bearings are of bronze. 
Complete, the outfit weighs but 2% lb., 
and is equipped with a separable at- 
tachment plug on the end of 6 ft. of 
flexible cord. The motor will operate 
on either direct or alternating current. 
One simple movement detaches the 
motor from the handle so that the 

















Kollins Electric Egg Beater 


beater may be washed without injury to 
the motor. The handle, which has a 
wooden grip, is built at an angle con- 
venient to the user. 


Reading matter continued on page 124 
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Old doors on barns, hung on in- Are you ready with stock to take 
adequate hangers, rattle and blow the profit out of the sale of barn door 
loose. hangers that is waiting for the man 

Spring is the time when the renovat- who handles Richards-Wilcox equip 
ing of door fixtures is one of the first ment ? 
things the owner of a barn thinks If not, send for our unusually com 
about. plete catalogue showing fixtures in all 

Richards-Wileox Barn Door Hang- sizes. This catalogue should be used 
ers suspend the doors solidly in place. as a regular part of your buying 

The trolleys are protected against equipment; consulted whenever you 
the weather by the storm proof con- renew your stock of door hangers, it 
struction of the track. will earn money for you by building 

The doors slide easily all the time. up your stock of the standard of 

‘ They are suspended in such man- \merica, for after all it constitutes 
ner that they give weather proof fit real satisfaction in Sliding Door 
when the doors are closed. I<quipment. 


In writing for catalogue ask for U 16. 


\GO 
UTS 
NGEL 
IE LPHIA ONDON.O? 











A hanger for every door that slides. 
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Affords Accessible Trailer 
Coupling 

Trailers have come into such a 
variety of uses recently with business 
houses and in connection with private 
passenger cars that the Corwin trailer 
coupler should find an interested mar- 
ket among those who go on auto camp- 
ing tours and with small fire depart- 
ments and other users of trailers. It 
is made by the Corwin Coupler Co., 
Wellsville, N. Y. 

The coupler may be instantly at- 

















Corwin Trailer Coupler 


tached or uncoupled. To couple, the 
opened socket is placed over the hall, 
as shown in the picture, and the lever 
pressed down until the latch snaps. A 
slight pull of the latch will instantly 
uncouple the trailer. The ball joint ad- 
mits turning and twisting in all direc- 
tions without danger of loosening. It 
is said that the coupler will not rattle 
because of the spring of the flat hand 
which also prevents excessive wear. 
The socket fits the ball perfectly and 
cannot be placed incorrectly. Provi- 
sion is made for taking up wear. 





Spot Light Has Unique Feature 


Glance at a row of autos standing 
along any business street and note the 
number of nicked hub caps and bent 
fenders. It almost seems that all cars 
have bad looking spots caused by 
scrapes from pass'ng cars. Cars usually 
get these bumps when the car is in- 
advertently parked on a dark road and 
the driver is repairing a tire or trying 
to make the unresponsive engine show 








Motor Accessory Number, 
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action. It is then that a Red Spot spot 
light comes in the handiest. It is made 
by the F. W. Wakefield Brass Co., Ver- 
million, Ohio, and has all the general 
advantages of the standard type wind- 


shield bracket light. It also has the ex- . 


clusive Red Spot which casts a red 
gleam to the rear, giving approaching 
drivers the international danger signal, 
“a red light.” Even the reckless drivers 
will respect that sign. 

The red spot is afforded by a ruby 
lens, which does not in any way inter- 
fere with the bright, pure white beam 
that gives the driver sufficient illumi- 
nation to do the required work. 

While the new “Red Spot” spotlight 
is of the single shell type, it contains 
a silver lining to insure the highest 
grade of reflector and to add lasting 
quality to the unit. Water seepage and 

















Red Spot Light 


ordinary knocking about in service do 
not injure the reflector nor affect its 
power and intensity. Lightness is 
gained by the careful construction with 
fine gage metal skillfully reinforced, 
and by the use of aluminum for the base 
piece. 


Affords Rack for Two Spare 
Tires 


The average motorist knows that 
when he carries one spare tire he is 








fairly safe from tire accidents, but for 


a limited time only. When the first 
spare tire has been used he is badly 
handicapped, for a blowout or puncture 
is likely to take place at any time. 

A majority of motor cars now come 


* equipped to carry one spare tire, hav- 


ing a rack or rim attached to the back 
of the car. A motorist can now carry 
two spare tires in the place of one 
with the Erp spare rim carrier, manu- 
factured by the Sedgwick Sales Co. 
of New York City. 

This carrier is a set of three iron 











Erp Spare Tire Carrier 


arms or clamps, which are bolted on 
the original rim band of the tire rack 
found on the car, which carries the first 
spare tire. The arms are placed in a 
triangular position on the rim band, so 
that two are at the top and the other 
at the bottom center, as shown in the 
illustration. The arms are so shaped 
that the rim of the second spare fits 
snugly in place so that it forms an in- 
side grip on the second spare tire. It is 
impossible for the second spare to rub 
against the first spare, thus preventing 
any chafing and leaving both spares in 
perfect condition. 

No extra tools of any kind are needed 
to install the Erp spare rim carrier, as 
fingers and an ordinary monkey wrench 
will do the work. Both spares can be 
removed or attached without removing 
the device. 

Many motorists who practice tire 
economy find that by changing tires 
once in a while the tires will last 
longer, which can be done more easily 
when they carry two extras. 


Reading matter continued on page 126 
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Pliers 

Splicing Clamps 
Sleeve Twisters 
Climbers 

Tool Belts 

Safety Straps 

Lag Screw Wrenches 
Wire Grips 

Tree Trimmers 
Tool Bags 
Soldering Furnaces 
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Sell Goods the Lineman Knows 


The lineman, tree trimmer or window washer takes no chances 
when he buys “tool belts” and “safety straps’—he knows it is a 


matter of safeguarding his very life. Naturally, he buys Klein 
Tool Belts and Safety Straps—he knows their reputation and trust- 


worthiness ! 

Only the finest of selected harness leather is used in the manu- 
facture of Klein Tool Belts and Safety Straps, and they are securely 
sewed and riveted throughout into a sturdy, dependable whole. 
The belt is provided with strong D rings. The loop layer on the 
tool belt is formed into six tool loops and is sewed and riveted to the 
main belt, which is also passed through D rings as an additional 
safety measure. 

Copper safety liners are provided at D rings on tool belts and at 
the snaps on safety straps, as an added precaution. Both safety 
straps and tool belts are adjustable. 


Capitalize on the Klein reputation for quality tools—they are sole 
regular channels at established prices—your jobber has them! 


Mathias Klein & Sons, 3200 Belmont, Chicago, Ill. 








Notes of the Retail Hardware Trade 


STaR City, ARK.—The Owen Hard- 
ware & Furniture Co., operating a 
branch store at Monticello, will open a 
store here, and requests catalogs on a 
line of hardware and furniture. 

PORTLAND, InD.—The McKinney 
Bros. Co. has disposed of its business 
here to Eli T. Haffner. Branch stores 
of this concern are located at Dunkirk 
and Ossian. 


VINCENNES, IND. —The Johnson 
Hardware Co. has moved to a new lo- 
cation at 914 Main Street, and in- 
creased its stock of shelf hardware. 

KiLpuFF, Iowa.—D. S. Fleck & Son 
have suffered a fire loss. 

BELLEVILLE, KAN.—Geo. W. Collins 
& Son have remodeled their store build- 
ing. 

Hoxig, Kan. — Fromme-Williams, 
successors to E. B. Mickey, request 
catalogs on bathroom fixtures, belting 
and packing, bicycles, builders’ hard- 
ware, building paper, churns, cream 
separators, crockery and _ glassware, 
cutlery, dairy supplies, dynamite, elec- 
trical household specialties, farm im- 
plements, flashlights, fishing tackle, 
furnaces, garage hardware, gasoline, 
gasoline engines, guns and ammuni- 
tion, hammocks and tents, harness, 
heating stoves, heavy hardware, home 
barbers’ supplies, incubators, insecti- 
cides, kitchen cabinets, kitchen house- 
furnishings, linoleum and oil cloth, 
lubricating oils, mechanics’ tools, 
paints, oils, varnishes and_ glass, 
plumbing department, poultry supplies, 
prepared roofing, pumps, refrigerators, 
sewing machines, shelf hardware, 
stoves and ranges, tin shop, washing 
machines and wheel toys. 

KELLY, KAN. Leo J. Guth, new 
owner of William M. King’s stock, re- 
quests catalogs on the following lines: 
Automobile accessories, automobile 
tires, barn equipment, belting and 
packing, builders’ hardware, churns, 
cream separators, crockery and glass- 
ware, cutlery, dairy supplies, farm im- 
plements, flashlights, fishing tackle, 
gasoline, gasoline engines, guns and 
ammunition, harness, heating stoves, 
heavy hardware, kitchen cabinets, lino- 
leum and oil cloth, lubricating oils, 
paints. oils, varnishes and glass, phono- 
graphs, poultry supplies, pumps, sew- 
ing machines, shelf hardware, silver- 
ware, sporting goods, stoves and 
ranges, tin shop and washing machines. 

WILMORE, KAN—W. S. Lytle has 
disposed of his interest in the Wilmore 
Hardware, Implement & Supply Co. 
to C. O. Masterson. Catalogs re- 
quested on automobile accessories, au- 
tomobile tires, barn equipment, bath- 
room fixtures, belting and packing, 
bicycles, builders’ hardware, building 
paper, churns, cream separators, cut- 
lery, farm implements, flashlights, fish- 
ing tackle, furnaces, gasoline, gasoline 
engines, guns and ammunition, ham- 
mocks and tents, harness, heating 
stoves, heavy hardware, home barbers’ 
supplies, incubators. -kitchen cabinets, 
linoleum and oil cloth, lubricating oils, 
mechanics’ tools, paints oil, varnishes 
and glass, prepared roofing, pumps, 
refrigerators, shelf hardware, silver- 
ware, sporting goods, stoves and 
ranges, tin shop and washing machines. 

MAYSVILLE, Ky.—Gallensteins’ Cash 


Store has commenced business at 102 
Second Street. 


BapGeR, MINN.—Charles_ Edlestein 
has sold his stock to I. B. Setran. 


NoRTH BRANCH, MINN.—Oleson & 
Bergwell Hardware Co. has been in- 
corporated with a capital stock of 
$25,000. The business was established 
30 years ago. 


CLEVELAND, Mo.—The Craycraft 
Hardware is the new owner of the 
stock of G. K. Karr and requests cata- 
logs on a line of hardware, furniture 
and implements. 


Horner, N. Y.—The Williams Hard- 
ware Co. is purchaser of the business 
of F. E. Williams. 

JAMESTOWN, N. Y. — The Clark 
Hardware Co. has commenced busi- 
ness at 13 and 15 East Third Street. 
George B. Pitts is president; A. R. 
Clark, vice-president, and H. B. Laud- 
enslager, secretary and treasurer. A 
wholesale and retail business is con- 
ducted. 

SALAMANCA, N. Y.—C. R. McCann 
has started in the wholesale and retail 
business at 1 Broad Street, where a 
complete stock of the following is car- 
ried, on which catalogs are requested: 
Automobile accessories, bathroom fix- 
tures, building paper, electrical sup- 
plies and equipment, furnaces, heating 
stoves, linoleum and oil cloth, me- 
chanics’ tools, phonographs, prepared 
roofing, pumps, stoves and ranges and 
tin shop. 

WALHALLA, N. D.—W. R. McMurray 
has succeeded to the business of Mc- 
Murray Bros. 

CLEVELAND, OHI0O.—The J. S. Broz 
Hardware Co. will about May 1, occupy 
its new quarters at 5656 Broadway. 
Catalogs requested on a line of furni- 
ture, kitchen cabinets and housefur- 
nishings. 

KENTON, OHI0—The Clayton & 
Longwell stock has been sold. The 
Bridge Hardware Co. is the purchaser. 

MINERAL CiTy, OHI0.—The Mineral 
City Hardware & Implement Co. stock 
has been damaged by fire. 


MT. VERNON, OHI0 —Lester E. Ben- 
nett has purchased a half interest in 
the F. L. Bennett Hardware Co. The 
concern has been in operation for the 
past 20 years. 

SYLVANIA, Chandler 
Hardware Co. has been incorporated 
with a capital stock of $50 000 to take 
over the hardware and implement busi- 
ness conducted by A. R. Chandler. The 
officers are: A. R. Chandler, president; 
L. C. Hubbard, vice-president, and Roy 
A. Chandler, secretary and treasurer. 
The business was established in 1891. 
A stock of the following will be carried: 
Automobile accessories. automobile 
tires, barn equipment, bathroom fix- 
tures, belting and packing, bicycles, 
builders’ hardware, building paper, 
churns, cream separators, crockery and 
glassware, cutlery, dairy supplies, elec- 
trical household specialties, electrical 
supplies and equipment, farm imople- 
ments, flashlights, fishing tackle, fur- 
naces, garage hardware, gasoline, gaso- 
line engines, guns and ammunition, 
hammocks and tents, harness, heating 
stoves. heavy hardware, incubators in- 
secticides, housefurnishings, linoleum 
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and oil cloth, lubricating oils, me- 
chanics’ tools, paints, oils, varnishes 
and glass, phonographs, poultry sup- 
plies, prepared roofing, pumps, re- 
frigerators, sewing machines, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, washing machines 
and wheel toys. 


DUNCAN, OKLA.—Ross Bros., form- 
erly in business at Madill, are located 
here. 

AMBRIDGE, PA—The Ambridge Fur- 
niture Co., 625 Merchant Street, re- 
quests catalogs on furniture, heating 
stoves, kitchen cabinets, linoleum and 
oil cloth, phonographs, stoves and 
ranges. 

SoLDIERS GROVE, Wis.—M. E. Turk 
requests catalogs on a line of farm 
implements. 


WEST WRIGHTSTOWN, WIs.—Aloy- 
sius Wymelenberg has purchased an 
interest in the firm of Wymelenberg & 
Van Vreede. 


BENSON, VT.—C. J. Williamson is 
successor to Williamson & King, Mr. 
King having retired from the firm. The 
new owner requests catalogs on auto- 
mobile accessories, automobile tires, 
barn equipment, belting and packing, 
bicycles, builders’ hardware, building 
paper, churns, cream separators, cut- 
lery, dairy supplies, dynamite, electrical 
household specialties, farm implements, 
flashlights, fishing tackle, furnaces, 
gasoline engé#fe#s guns and ammunition, 
hammocks and tents, harness, heating 
stoves, heavy hardware, insecticides, 
kitchen housefurnishings, lubricating 
oils, mechanics’ tools, paints, oils, var- 
nishes and glass, phonographs, plumb- 
ing department, poultry supplies, pre- 
pared roofing, pumps, sewing machines, 
shelf hardware, sporting goods, stoves 
and ranges, tin shop and washing ma- 
chines. 


GOLDENDALE, WASH.—The Goldendale 
Hardware Co., Inc., has been incorpo- 
rated to deal in barn equipment, bath- 
room fixtures, belting and packing, 
bicycles, builders’ hardward, building 
paper, churns, cream _ separators, 
crockery, cutlery, dairy supplies, dyna- 
mite, electrical household specialties, 
electrical supplies and equipment, farm 
implements, flashlights, fishing tackle, 
furnaces, garage hardware, gasoline, 
gasoline engines, guns and ammunition, 
hammocks and tents, heating stoves, 
home barbers’ supplies, incubators, in- 
secticides, kitchen cabinets, kitchen 
housefurnishings, lubricating oils, me- 
chanics’ tools, paints, oils, varnishes 
and glass, plumbing ‘department, poul- 
try supplies, prepared roofing, pumps, 
refrigerators, sewing machines, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, tin shop, toys and 
games, washing machines and wheel 
toys. 

SUMMERVILLE, W. Va.—Herold & 
Herold are purchasers of the hardware 
business of C. W. Alderson. They re- 
quest catalogs on automobile accesso- 
ries, automobile tires, building paper, 
churns, crockery and glassware, dyna- 
mite, farm implements, flashlights, 
fishing tackle, guns and ammunition, 
harness, heating stoves, mechanics’ 
tools, paints, oils, varnishes and glass, 
prepared roofing, shelf hardware, 
stoves, ranges and washing machines. 
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